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Carnation Ormsby Madcap Fayne, 
champion Holstein- Friesian cow, 
produces 115 pounds of milk a day. 
As Stuart Peabody would say, she 
is always doing her uddermcst. 
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Making synthetic rubber out of 
grain alcohol has progressed so far 
that dry Congressmen are already 
suggesting taking the liquor out of 
drivers and putting it in their tires. 
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Gladys the beautiful receptionist 
says Uncle Sam is trying to put so 
many new ships on the ways she 
doesn’t see why the whole job isn’t 
turned over to the ways and means 
committee. 
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Canada has been in the war a lot 
longer than the United States, and 
Dominion newspapers continue to 
show substantial linage gains. Per- 
haps they had better open a school 
of salesmanship. 
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With even the good old S.E.P. 
changing its cover design and typo- 
graphical style, lovers of the past 
are sadly admitting that nothing is 
safe any longer in this changing 
world. 
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Newsweck points out allitera- 
tively that this summer many a su- 
burbanite will raise peas instead of 
petunias, lettuce instead of lilies. 
And not a few will go in for dig- 
ging instead of divots. 
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“How can a man with $100,000 
think his way through the next few 
years?” asks E. F. Hutton & Co. 

He might start by thinking about 
how much of it he can invest in war 
bonds. 
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Automobile and agency execu- 
tives in and around Detroit feel 
hurt, observers say, because the)! 


media reps aren’t so numerous now- 
adays. It’s certainly tough to have 


to buy your own lunches and cock- | 


tails. 
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Space and time salesmen who 
aren't visiting Detroit as frequently 
as formerly will soon be back in the 
usual droves. Just wait until they 
smell an order. 
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“Performance,” says the Chicago | 
Sun, “counts for more in Chicago | 
than pocketbook or pedigree.” 

That’s right—look what Chicago's 
$700 Alsab has been doing. 
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Noise abatement week is now 
under way, but nobody wants the 
Susy riveters in the shipyards to 


think that this is a campaign which 
has any significance for them. 
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Now that the farmer’s daughter is 


being shown how to operate the 
family tractor, she should have a 
ready answer when the traveling 
salesman tries to take her for a 
Suge ride. 
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“Try to get some walking into 
your daily routine,” Metropolitan 
Life kindly suggests. 
And try not to. 
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NO MISTAKE 
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When all is said over and over, the No. 1 way of safeguarding your 
present car until Victory brings new ones, will still be to lubricate the 
engine well, © In the certified Death Valley Death -Test, five duplicate 
engines lubricated by five fine big-name oils averaged not half the life 
of another identical engine that was OIL PLATED by Conoco N” motor 
oil. This patented od will O1L-PLATE your engine. Change at Your 
Mileage Merchant's Conoco station. Continental Oil Company 


To make sure that readers understand 
that careful lubrication is the No. | 
point in car conservation, Tracy-Locke- 
Dawson produced this page running in 
the current Saturday Evening Post. The 
complete page was printed in red, and 
the hand lettered headline measured 
83/4, inches tall. 


Inventory Ceiling 


Causes Furor in 
Refail Circles 


Preliminary Plans of 


WPB Would Set Dollar ernment’s exercise of its prohibitive 


Ceiling on Stocks 


Washington, D. C., May 28.—Pre- 
mature disclosure of War Produc- 
tion Board plans to limit retail and 
wholesale inventories of consumer 
goods has caused a storm of protest 
and led to predictions that such a 
curb would have more serious re- 


percussions on business than has the | for humane purposes and as a pro- 


|tective mark for the establishments 


|imposition of general price control. 
| WPB has taken cognizance of 
trade reports by issuing two an- 
nouncements which seek to 
|fears expressed in retail 
The first acknowledged that 
take immediate 


circles. 


\is preparing to 
steps to limit all inventories to 
practicable working minimums,” 
|while the second emphasized “a 
‘final decision will probably not be 
made for some time” and stressed 
‘that preliminary drafts represent 
|“ideas and suggestions only.” 

In addition, 
ald M. Nelson advised retailers and 
| ing “panic decisions” on the basis 
lof the “unauthorized publication 
of a confidential first draft’ of the 
proposed limitation order. In a let- 
| ter to David R. Craig, American Re- 
'tail Federation president, Mr. Nel- 
|'son said the regulation “will not be 
|issued for a nuinber of weeks and 
will not become operative for sev- 
eral months thereafter.” 

Mr. Nelson promised that retail- 
ers and wholesalers will have “rea- 
sonable opportunity to bring their 

(Continued on Page 29) 
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Ask Complete Ban 


| 
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eral hundred advertisers faced this 


on ‘Red Cross’ 


Name for Products) ——Scinsoens 


Administration Seeks 
Withdrawal of Mark 
from Private Industry 


By A. P. MILLS 
D. C., May 28.—Sev- | 


Now It’s EASIER to Get a 
NEW CHEVROLET 


Washington, 


week the prospect of being deprived 
through legislation of the Red Cross 
trademark and symbol, following 
the opening of a new drive by the 
administration and the American 
Red Cross to stir Congress into ac- 


tion on pending bills outlawing | (new You asad the quad dependaie, leno-tonn' ; 
commercial use of the name and | BB BOSs tion o new Chevrolet will give you....A fine new cor 
ma rk RanioniNs with new hres —new battery — new parts —and with 
E auirs Chevrolet's outstanding economy of operation and 
President Roosevelt led the Move | =s7--~  upkeep....Rationing regulations have been relaxed 
for Congressional action by address- | | === jr a ei ayy et 
|ing letters to chairmen of the Sen-| | <-:- 


| bills 
| introduction 


| 


ate and House committees to which 
were referred following their | 
early in April. The 
House foreign affairs committee re- 


FOR THESE TIMES - BUY A NEW CHEVROLET 


SEE YOUR LOCAL CHEVROLET DEALER 


Chevrolet Motor Division released this 


;acted by reopening hearings pre-  |arge-space advertisement last week to 
viously adjourned subject to the 250 dailies in key cities and major trad- 
call of the chairman, Rep. Sol | ing centers and will follow with the same 
Bloom. | “buy now if you are qualified” copy in 

The President wrote Sen. Fred-| full pages in Collier's, Life and The 
erick Van Nuys and Rep. Bloom to Saturday Evening Post in mid-June. 


} 


jicans it 
|for any person for private material | 
| benefit to 


allay | 


“WPB | 


WPB Chairman Don- | 


|caring for the sick and wounded of 


ask Congress to ban the use by ad- | Campbell-Ewald Co. is the agency. 


vertisers of the Red Cross name and | 


emblem, regardless of trademark . 
rights held by the advertiser. Uniform Rate 
“That such use preceded this gov- | 


;powers should not stand as a bar 
to remedial action in the public in- 
terest,” he wrote. 


Structure Seen for 
Transit Advertising 


New York, May 26.—Rate stand 
ardization and a long-range pro- 
use an emblem created | gram of factual research will be the 
by international agreement solely |cornerstones of the transportation 
jadvertising industry’s “comeback 
campaign,” according to James B. 
Lackey, president of the newly-or- 
armies and those engaged ganized National 
tending aid to them.” Transportation Advertising. 

Testimony by an American Red |t1stnc AGE, March 16.) 
Cross official at House committee Mr. Lackey announced the open- 

(Continued on Page 29) (Continued on Page 32) 


“Almost a Sacrilege” 


“To great numbers of loyal Amer- | 


seems almost a_ sacrilege 


in ex- 
(ADVER- 


Association of 


Last Minute News Flashes 


‘Budgets Must Be Reasonable’—Morgenthau 


Washington, D. C., May 29.—Secretary Morgenthau, 


reporting to the 
joint committee on internal revenue taxation last 


night on what the 


tion, had the following to say about advertising deductions: “The test 
of whether expenditures for advertising are deductible is whether they 
are ordinary and necessary and bear a reasonable relation to the business 
activities in which the enterprise is engaged. This is not intended to 
exclude institutional advertising in reasonable amounts or goodwill 
advertising calculated to influence the buying habits of the public. 

“If such expenditures are extravagant and out of proportion to the 
size of the company or to the amount of its advertising budget in the 
past, or if they are not directed to public patronage which might reason- 
ably be expected in the future, such payments will be disallowed as 
deductions.” 

Advertising was one of six subjects on which Morgenthau outlined 
Treasury policy in connection with examination of 1941 returns, now 
in progress. He added that if existing powers are found inadequate 
to deal with evasion evils, additional legislation will be sought. 


ODT Amends Newspaper Delivery Order 


Washington, D. C., May 29.—The Office of Defense Transportation 
today amended its drastic delivery curtailment order, effective June 1, 
offering newspapers two new alternatives: to undertake as many daily 
deliveries to newsstands as desired provided total mileage is cut 40 
per cent; or, in accord with certain population divisions, to cut mileage 
by at least 25 per cent. 


Industrial Advertisers Push Up on 

Chicago, May 29.—The National Industrial Advertisers Association, 
whose annual conference was originally set for Sept. 23-25, has advanced 
the meeting to June 29-July 1. It will be held at Atlantic City. 


Promotion Allowances Held 
Outside Price Freeze Scope 


Cooperative Copy and 
Demonstrators Are 
Not Price Elements 


New York, May 28.—Advertising 
,allowances granted by manufactur- 
| ers during March, 1942, are not to 
|be considered as a price factor and 
are consequently not frozen in ac- 
cordance with General Maximum 
Price Regulation No. 1, the Asso- 
ciation of National Advertisers was 
‘officially informed this week by the 
| Office of Price Administration. The 
‘same principle was applied to co- 
operative advertising, 
tors and P. M.’s. 

In requesting clarification of the 
OPA ruling, the ANA sought to dis- 
pel the confusion which followed 
issuance of GMPR No. 1, containing 
the clause, “No seller shall change 
his customary allowances, discounts 
ior other price differentials unless 
such change results in a lower 
price.” I. W. Digges, counsel to the 
|association, pointed out that ‘“co- 
| oper: ative advertising is designed to 
|increase the sale of the manufac- 
turer’s product, and is therefore not 


demonstra- 


4 constituent element of cost to the 


| Treasury is doing and will do to stop attempts to escape wartime taxa- | 
wholesalers yesterday against mak- | 


local outlet.” 

| David Cobb, assistant general 
{counsel of OPA, asserted that man- 
|ufacturers who granted advertising 
allowances (cooperative or non- 
| cooperative) to certain customers 
during March are not required to do 
so as long as price ceilings are in 
effect. The same is true, he added, 
of a manufacturer who placed dem- 
onstrators in a retail store or gave 
P. M.’s during March. 
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Explains Price Rule 


“Advertising allowances granted 
by a seller for promotional services 
rendered by a buyer are not frozen 
by the General Maximum Price 
Regulation and are not to be con- 
sidered as an element in the price 
at which goods were delivered dur- 
ing March,” Mr. Cobb said. “The 
seller is, therefore, not required to 
continue to grant the advertising al- 
lowances customarily granted by 
him to different purchasers of 
classes of purchasers. If, however, 
allowances even though designated 
|as ‘advertising allowances’, actually 
constituted a reduction in the price 
of merchandise and were granted 
by the seller without regard to pro- 
motional services to be rendered by 
the buyer, the seller is required to 
treat such allowances in the same 
| way as his other customary allow- 
|}ances, discounts and price differen- 
tials prevailing in March.” 

In reply to an ANA query, the 
OPA also expressed the viewpoint 
that regardless of local fair trade 
or loss leader laws, a dealer “is re- 
quired to comply with the terms of 
the General Maximum Price Regu- 
| lation.” 
| “We cannot state whether a state 
court would hold that the regula- 
tion constitutes a defense to action 
instituted under one of the above 
state acts or whether the Federal 
Trade Commission would discon- 
tinue or defer proceedings against 
the seller who may have violated 
the Robinson-Patman Act. If the 
seller finds that compliance with the 
General Maximum Price Regulation 
in such circumstances causes him 
hardship, he may apply to the Office 
of Price Administration for relief. 
But unless and until the Office of 
Price Administration grants such 


relief, the seller is required to com- 
ply with the provisions of the Gen- 
}eral Maximum Price Regulation.” 
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Canada Develops 
New Formula for 
Setting Ad Costs 


Special Allowances 
for Patriotic Copy 
Are Withdrawn 


Ottawa, Ont., May 28.—Elimina- 
tion of the so-called ‘‘contributed” 
advertising allowance and a new 
basis for calculating advertising 
costs in relation to income tax has 
been revealed by Hon. Colin Gib- 
son, minister of national revenue. 

In the future all advertising ex- 
penditures by corporations in Can- 
ada will rank for income tax pur- 
poses on the same level. The dis- 
tinction made last year as between 
“regular” advertising and advertis- 
ing which was contributed for na- 
tional patriotic purposes is now 
eliminated. There will be no fur- 
ther special treatment for advertise- 
ments contributed in aid of patriotic 
appeals such as the Red Cross, 
salvage campaigns, etc. 

Total advertising expenditure will 


now be limited for income tax pur- 
poses in relation to the increase in 
profits or turnover enjoyed in the 
‘normal or standard period. This 
standard period is the average of the 
years 1936-39 inclusive. In no case 
will advertising costs be allowed to 
rise more than 10 per cent of nor- 
mal unless special considerations 
such as a new business is present. 
The scale of allowance up to 10 
/per cent ranges with volume of 
|profits or business turnover. Thus 
an increase up to 30 per cent in 
| profits or up to 60 per cent in turn- 
over of merchandise as compared 
|with 1936-39 permits an increase of 
5 per cent in advertising costs for 
‘income tax purposes as compared 
|with the amount of those costs in 
|the normal period. If profits are up 
|30 to 40 per cent and business turn- 
over is up 60 to 80 per cent, the in- 
crease may be 7 per cent. Where 
orofits are up 40 to 50 per cent and 
turnover up 80 to 100 per cent, the 
allowed rise is 9 per cent. Profit 
r.crease of more than 50 per cent or 
a turnover of more than 100 per 
cent is said to warrant a 10 per cent 
rise in advertising costs. 


Taxin to Korn 

A. Taxin & Sons, Philadelphia, 
has selected J. M. Korn & Co. to 
direct advertising and merchandis- 
ing of Little America Frozen Food. 


Joint Radio Plan 
Designed to Keep 
Brand Names Alive 


New York, May 28.—A new pro- 
motional vehicle came into being 
today for manufacturers of con- 
sumer goods who have no wares to 
offer, when the Blue Network an- 
nounced a “Teamed Sponsorship” 
plan, which is to be confined en- 
tirely to advertisers in this category. 

The proposal calls for joint spon- 
sorship by four non-competing 
manufacturers of programs “ideally 
suited to win-the-war psychology.” 
Each sponsor will be featured once 
every fourth week, although all 
four will be mentioned every week. 
“Teamed”’ programs will be broad- 
cast over the entire 128-station Blue 
Network, for a minimum of 13 
weeks. Card rates will apply with 
the usual discounts. 

First program offered under the 
plan will be “Alias John Freedom,” 
a half-hour feature. Suggested 
commercials will convey to 


return once again to bring new 
comforts and conveniences to 


American consumer. 


\\ y Up 
in Wichita! 


Today—W ichita offers 
you the richest boom area 
in the Southwest. An area 
currently listed by a lead- 
ing business magazine as 
one of the country’s most 
promising sales territor- 
ies! 


For Tomorrow—in the 
peace years to come — 
Wichita offers you solid 
plans for a solid future. 
A great new peacetime 
aircraft area — sur- 
rounded with basic wealth 
in oil, wheat and live 
stock. 


KFH _ offers you the 
means of reaching this 
area. KEH is the domi- 
nant radio station in this 
market — and the only 
full-time 5,000 watter in 
the state! 


Goom baby with A FUTURE... 


Let Your Sales 


LI 


Meet Tommy Eaton of Wich 
. 26 months. 


ita, Kansas. \ge, 
He's a real “Boom Baby,” 


area, 
neer at Beech 
knows that 
days ahead. 


Tommy 
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Glenn D. Gillett Computed Field Strength Distribution 
and Prev 


vous Survey Measurements 5000 Watts Day an 


Based on Performance 


d Night October 1941 


born 
in boom times, in a great boom 
His dad, who is an engi 
Aireraft Corp. 


has great 
Because he's living 
in one boom area with a future 


THAT SELLING STATION 
> IN KANSAS’ BIGGEST, RICHEST MARKET! 


WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


the 
listening audience the message that 
while the “old friends” represented 
by familiar household products are 
absent for the duration, they will 


the 


Refailers fo Pull 
All Stops for 
Huge Bond Drive 


Tremendous Promotion 


to Lead Off First 
$1,000,000,000 Month 


mal retail trade will come to a 
dead halt in hundreds of thousands 
of retail stores at noon July 1 amid 


the tolling of church bells when an 
unprecedented drive to 
bonds and stamps 
month rate gets under way. 


and 12:15 p.m., retailers through- 
out the entire country will deal 
only in bonds and stamps. Details 
of the drive were 
yesterday at a meeting of the Retail 
Advisory Committee with Treasury 
Department officials. 
“Retailers for Victory” 
every conceivable type of promotion 
| will be utilized to get the billion-a- 
month effort off to a banner start. 
Radio and newspaper advertising 
| will help dramatize the effort, using 
| the slogan, 
|Carry a Gun.” Magazines, getting 
‘together on a cover design for the 


the Star Spangled Banner on the 
covers of 90,000,000 July issues. 
Window displays, outdoor posters, 
newspaper space, and direct mail 
copy will all be employed by re- 
| tailers to promote the sales of bonds 
and stamps. Monthly statements to 
charge account customers will urge 
|that remittances be increased to 
|eover the cost of a bond. News- 
papers, in addition to space paid for 
by retailers, will contribute col- 
|/umns to the drive. 
| 


Will Play All the Stops 


| During the 15-minute one-prod- 
uct “sale” July 1, governors of every 


|state will broadcast special mes- 
|sages which will be tuned in at 
stores. Preceding the selling period 


lwill be rallies staged by business 
jand professional groups, women’s 
| clubs, civic and social organizations. 
|Members of the American Women’s 
| Volunteer Corps in every city will 
sell stamp “Victory Corsages.” 

Among the slogans to be em- 
ployed are “Let’s Keep the Flag 
Flving,” and “What Are You Doing 
in This War?” An open letter “to 
Johnny” will compare the dough- 
boy’s task of fighting at the front 
with his fellow citizen’s responsibil- 
ity to buy bonds and stamps. 

G. Ray Schaeffer, Marshall Field 
| & Co., Chicago, campaign chairman, 
said retailers hope to sell war se- 
curities to equal 4 per cent of their 
gross sales in July. More than 200,- 
000 stores have already promised to 
| participate in the drive, which 
‘expected to penetrate to the remot- 
}est hamlet. 

Harold N. Graves, assistant to the 
Secretary of the Treasury, ex- 
pressed gratification over campaign 
plans. He said he “felt sure” it 
_would be “a great help,” July 

will be the first month in which 
Treasury quotas for bond sales will 
be called to meet the billion-dollar 
goal. Compulsory bond buying 
regarded as a virtual certainty by 


is 


is 


Washington, D. C., May 28.—Nor- | 


the blowing of factory whistles and | 


sell war | 
at a billion-a-| 


For a quarter-hour between noon | 


outlined here | 


Labeled the | 
campaign, | 


“Carry a Stamp Book or | 


first time in history, will reproduce | 


| next year unless the goal is reached. 
|next year unless the goal is reached. 


Kenyon 6 Eckhardt 
to Place $500,000 
Fat Salvage Drive 


New York, May 28.—With $50. 
000 subscribed by private industry 
and Kenyon & Eckhardt namec , 
agency, the War Production Boa+«’ 
fats salvage campaign today awa ‘e 
‘only approval by department he id 
of the Bureau of Industrial ( 
servation before getting under 

Preliminary plans, prepared |, 
committee headed by Neil H. \{c 
Elroy of Procter & Gamble, and 
|proved by BIC, called for ar 
tensive ll-week drive in 1 
papers, local radio, outdoor po-ter 
\transit advertising, and films. 
yon & Eckhardt was selecte: ¢ 
direct the campaign this wee 


/a committee of national adver’ ising 
managers in the soap and glycerine 
field in collaboration with the Ad- 
vertising Council. 

The $500,000 war chest was rised 
by the Association of American 
Soap and Glycerine Producers from 
such glycerine users as soap, aint, 
and tobacco manufacturers, and 
\from renderers. 
| The campaign will educate house- 
wives to save and _ strain bacon 
grease and other fats and take them 
to butchers, who will in turn pass 


them along to renderers. 
Additional Campaigns Planned 


Two additional war salvage cam- 
paigns are under consideration by 
the American Iron and Steel Insti- 
tute and the Rubber Manufacturers 
Association of America, worki: 
collaboration with BIC and the Ad- 
vertising Council. Robert Wo 
president of Lukens Steel Company, 
|Coatesville, Pa., and chairman of 
the war salvage committee of the 
National Association of Manufac- 
turers, is coordinating the complex 
fund-raising campaigns. 


al 
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TREASURY APPROVES 
COUNCIL BOND PLAN 

Washington, D. C., May 28.—Ad- 
vertising’s full force will be mar- 
shalled behind the Treasury’s drive 
to sell war bonds at a billion-a- 
month rate following adoption to- 
day of an Advertising Council plan 
for agency and advertiser coopera- 
tion in the greatest promotional ef- 
fort in the nation’s history. 

The theme of the campaign 
be “Everybody, every pay day 
per cent.” This slogan will 
blazoned through every mediun 
cluding window stickers, lapel but- 
tons, pay envelopes, stuffers, book- 
lets, pamphlets and posters. 

Some 34,000,000 employes on plant 
payrolls will be targets. Thousands 
of employers will get persona! so- 
licitations. 

Those pledging ten per cent 
more of their income will wear red, 
white and blue lapel buttons, and 
similarly-colored window _ stickers 
reading “We're buying at leas! 
per cent” will decorate the nat 
homes. The buttons and _ stickers 
are expected to become a yard 
of patriotism, signifying that 
possessor has gone “over the top” in 
behalf of the fighting forces. 

New outdoor posters design: 
promote the definite purchase 
tank, a cruiser, a plane or 
other implement of war by citize! 
of a single community are no\ 
ready for distribution. These are 
expected to serve as the focal nt 
for local community drives. 
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il 0... was one of those bovs who tire should be serious business with vou. 
ten ; — 
“ out teachers until they admit maybe it ts The American Magazine used to be 
in- better if he doesn’t go to college—-which was known as the “success story” book. It told 
“d all right with Oscar. That was in 1938. Oscar how to build a better mousetrap, find a better 
K- < . . - . - _- . 
got a job in a machine shop, and soon found — job, get more out of life... when such items 
ant out he needed to know a lot ot things he had represented success to most people. 
nds - , E : ‘a ; , 
ae sort of overlooked in high school. So he Today, when everybody's success is our 
promptly started night school, under his own _ national survival and victory, The American 
a steam, and on his own money. Magazine blueprints the big issues, spotlights 
et ° . . . . - is . ‘, 5 
ind Poday, Oscar is the master mind of a__ the significances, helps Americans understand 
ers mess of machinery making precision engine what they must understand these days; has 
ten x . rs ; “ . d d 
ee parts—and important enough that his firm become the guide book and house organ of 
ers tells his local draft board to lay off. And Oscar — the millions of Americans who not only make 
“a is still going to night school...and still reading sales--but make opinion, make Congress 
the © . . 
n The American Magazine. step around! And The American Magazine 
ms _— Oscar is one of those people who do give _ is getting more letters, requests for reprints, 
a damn—the get-it-done kind of guy who quotes, these days than ever betore— and 
—— means so much to this country. The American — getting more action for advertisers, too. 
is the same kind of magazine— which is why it 
re meshes so well with ( scar, and some 2,340,000 B. CAUSE It means so much to so manv 
families of folks like him. people, The American Magazine obviously is 
-_ best able in these times to get under the skin 
— - RTAINMENT? Sure-—The American and into the gray matter of people who mean 


Magazine has lots of it, and the best, too. the most to your business and your future 
But the people who like this magazine so... Find out more about The American 


much don’t buy it just for laughs, a let-down, Magazine—and find the 


cS, 


or to kill time in transit. It’s serious business major medium you need | lenasicantll iy ) 
7 “me | | ' -American 
with them—and as an advertising medium _ this year! ‘ Ps 


The American Magazine 


'N THE SERVICE OF THE NATION 
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The Crowell-Collier Publishing Co., 250 Park Ave.. New York City ... 720 Statler Office Bldg., Boston #. 


General Motors Bldg.. Detroit ...333 North Michigan Ave., Chicago. ..235 Montgomery St., San Francisco 
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White Develops 
New Plan for 
Conserving Parts 


Cleveland, May 28.—Pointing out 
that it will take more than wishful 
thinking to keep America’s vitally 


needed 5,000,000 motor trucks in 
service for the duration, White Mo- 
tor Company yesterday broke a 


campaign in a long list of metropoli- 
tan newspapers from coast to coast, 


“BE FDF is right 


one-horse town!” 


Flint, 


Michigan is no 


| for 
/not be possible if individual oper- 
|ators were permitted to build up 


offering a two-pronged cooperative 


| plan of truck conservation. Initial 
copy was 1,550 lines. 

The plan consists of “P.M.—Pre- 
ventive Maintenance” and “P.C.— 


Parts Conservation,” 
used in conjunction, 
successful 


both of which, 
are essential to 
maintenance, according 


to White. 


“Preventive Maintenance” 


icing of trucks to prevent excessive 
wear and to postpone the need for 
replacement parts or major repairs. 
“Parts Conservation” carries through 
to complete the full service pic- 
ture. Even with P.M. service, parts 
are bound to wear slowly and even- 
tually they will require rebuilding 
or replacement. White has a defin- 
ite plan to conserve new parts by 
rebuilding old ones wherever pos- 
sible and by taking in an old part 
for each new one given out. Through 
such control, the company can keep 
parts on hand in one central stock 
the benefit of all. This would 


their own private stocks. 


Uses Much Advertising 
According to George H. Scragg, 
director of advertising and _ sales 
promotion, White’s practical conser- 
vation plan represents a vigorous 


What's a musical 


comedy got to do 


with winning a war? 


LENTY! We're building an 

army of men—not machines. 
And men have minds. And minds 
need freshening...change.. 
relaxation. 


So one of the biggest undertak- 
ings of the USO is its sponsoring 
of free entertainment, through the 
cooperation of the movie and the- 
atrical industries, at army camps, 
naval bases—wherever the fight- 
ing men of the USA go to train 
or dig in. 

USO Camp Shows, Inc. is ac- 
tually the biggest single theatrical 
enterprise the world has ever seen. 
It books 264 shows for the boys 
every week, which play to an aver- 
age nightly attendance of 50,000. 


It contacts movie stars, theatri- 
cal headliners, big name bands and 
their leaders. It routes all these 

. plans their itinerary... ar- 
ranges the most convenient times 
when soldiers and sailors can take 
time out to sit and be entertained. 

For it realizes that the one great 
advantage of the American fight- 


GIVE NOW 


ing man is his ability to think for 
himself, to make the most of any 
situation, to fight as a liberty- 
loving individual. 


And this is one of his great dif- 
ferences from our enemy. 


To help carry on the all-impor- 
tant work of maintaining the mo- 
rale of our fighting forces, the USO 
needs your help...it needs your 
contribution. 


Your dollar has many demands 
on it this year. Many of these de- 
mands must be met—others de- 
serve to be met. And among these 
latter, the plea of the USO for 
whatever sum you can contribute 
merits your earnest consideration. 


For we have a war to win, and 
the USO is directly concerned 
with the men who must—and will 
—win it. 

Dig deep—for the men who are 
digging in! 

Send your contribution to your 
local chairman or to USO, Empire 
State Building, New York. 


50 


TO THE 


calls | 
|for the periodic check-up and serv- 


step to protect operators against fu- | 


ture contingencies, to keep trucks 


rolling longer, and to conserve crit- | 


ical materials. 
White is depending largely on ad- 
vertising media to get its message 


across to truck operators, according | 


to Mr. Scragg. 


In addition to the | 


|newspaper ads which are appearing | 


taken in Time, Newsweek, Business 
Week, and U. S. News to tell the 
story. Then, hitting directly at the 
truck transportation field, full-page 


of Commercial Car Journal, Fleet 
Owner, Motor Truck Journal, and 
Transport Topics. In addition, trade 
papers of the various industries 


the message. 
Also Use Co-op Ads 


The newspaper and magazine ads 
are being merchandised to White 
distributors and dealers, and they 
in turn are using cooperative news- 
paper copy to augment the general 
company schedule. Considerable 
other material, including posters, 
windshield stickers, descriptive 
booklets, and various display and di- 
rect mail pieces are being used. 

Not only is White using its regu- 
lar direct mail list which it has em- 
ployed continuously to support the 
company’s national campaign, but 
its branches and distributors will 
supplement the program with mail- 
|ings to truck operators within their 
own territories. 


Pitch Sues to 
Recover Promotion 
Cost from Taxes 


Des Moines, Ia., May 27.—The F. 
iw. Fitch Company filed suit in fed- 
eral district court this week seek- 
|ing the return of $69,919 from the 
Department of Internal Revenue for 
deductions of amounts laid out for 
advertising and _ selling expense 
from the selling price on which the 
manufacturer’s excise tax was 
| levied. 

Due the company, 
| the petition filed, 
| paid from Oct. 1, 1936, to June 30, 

1939, on items subject to a 10 per 
cent excise tax. The sum represents 
10 per 
during the period referred to 
advertising Fitch's Ideal hair 
and massage, 
creams. 

The company also is asking that 
the revenue department pay back 
$12,692 “excess” paid from Oct. 1, 
1936, to June 30, 1938, on items sub- 
ject to a five per cent excise tax. 
This is five per cent, Fitch stated, 
of the amount spent during the 
| period to promote the sale of Dan- 
po Remover shampoo and denti- 
frices, toilet soaps and similar items. 

The company said it requested 
| return of the overage a year ago, 
/and that the request was denied by 
the Department. Attorneys attached 
a letter from Commissioner 
Helvering stating that the revenue 
, bureau holds that advertising and 
selling expenses are deductible on 
|sales prior to June 30, 1939. 


is $57,226 over- 


tonic 
cleansing and toilet 


Federation of Sales 


Execs to Meet June 4-5 


The seventh annual conference of 
the National Federation of Sales 
Executives, sponsored by the Sales 
Executives Club of New York, will 
be held at the Hotels Roosevelt and 
Waldorf Astoria, June 4-5. 

Among those scheduled to address 
the meetings are Assistant Attor- 
ney - General Thurman Arnold: 
|James M. Adams, president of 
Standard Brands; Ralph Cordiner, 
president of Schick, Inc.; Leo M. 
Cherne, executive secretary, Re- 
search Institute of America; Walter 
Gebhard, sales manager, Henry 
Disston & Sons; Thomas F. Joyce, 
vice-president in charge of sales and 
advertising, RCA Mfg. Company: 
Charles C. Carr, advertising direc- 
tor, Aluminum Company of Amer- 
ica; William H. Howard, executive 
vice-president, R. H. Macy & Co.: 
Richard C. Borden, Borden Com- 
pany; J. J. Newman, vice-president 
in charge of sales, B. F. Goodrich 
Company; Lessing Rosenwald, WPB 
conservation chief; and David -C. 
Prince, vice-president in charge of 
planning, General Electric Com- 
pany. 


cent of the amount spent | 
for | 


in approximately 40 branch cities | 
from coast to coast, pages are being | 


copy will be used in the June issues | 


served by White vehicles will carry | 


according to} 


WHITE STARTS NEW 'SAVE- TRUCK’ DRIVE” 


Wishful thinking won’t keep America’s 


vitally necessary 5,000,000 motor 


trucks in service for the duration 


A COOPERATIVE PLAN 
of Truck Conservation 


To prolong the life of every existing truck... and to conserve 
on replacement parts because of the critical meterials they 
conten is the patriotic duty of American truck owners 


Ordinary maintenance methods are not enough to meet the 
stuation. That's why White has devised the Cooperative Plan 
of Truck Conservation 

Two features make the Plan unique — Preventive Maintenance 
combined with Parts Conservation. One without the other is 


« helf-wey measure. White offers the protection of both. 


Its your patriotic duty to make your truck last longer and 
conserve critical but it's ours, too, to provide the 
wey to do & 

Whether you operate one truck or « fleet, you ought to 
the facts today ebout the White Cooperative Plan of Truck 
Conservation. A booklet describing the Plan in detail is avail 
able upon request. 


PM: Preventive Maintenance BE. Lis Conseroation 


» commie uns om pore. pose 


Casveneneys ee » 
poses m. 


SRAMCHES 46D DEALERS IM ALL PRINCIPAL CITIES 


FOR 40 YEARS THE GREATEST NAME IN TRUCKS 
LS A A TTT 


<p anne 2 the War Production 


THE WHITE MOTOR COMPANY 


240) ARCHER AYE. 


VICTORY S180 


White Motor Co. launched a new campaign with this copy last week in news- 
papers of major cities, with an unusual plan to prevent unnecessary scattering of 


truck replacement parts through the industry by setting up a central ‘trade-in 
depot for parts. 
changed to keep pace with the 


Informative Copy 
Never So Valuable, 


|natural tendency to 


change from a buyers’ to a sellers’ 
market. Admitting that it is the 
“hoard” good 


'salesmen in anticipation of the post- 


war era, 
|will have to go 


Says Commerce Man 


Washington, 
formative advertising has never 
been needed as much as it is today, 
according to Dr. Wilford L. White, 
Department of Commerce official, 
and advertising can be used to make 


| and is making its contribution to 


| 
| 
| 


the winning of the war. 
Dr. White, who formerly headed 
the marketing section of the Bureau 


D. C., May 26.—In-| 


of Foreign and Domestic Commerce | 
and who is now chief of its regional | 


research unit, outlined his views on 


{current distribution problems in a 


“Domestic Commerce” article. His 
remarks were adapted from an ad- 
dress made before the Southwest- 


jern Sales Managers Conference at 
| Dallas, May 8. 


|tising needed 


;country has 


.. %.} 


itire dealers, 


informative adver- 
so much as right 
now,” he declared. “Within the past 
year, every single person in this 
been personally af- 
fected by our war effort. New prob- 
lems have arisen, 
were never even contemplated. 


“Never was 


Everyone Needs Information 


“Automobile owners, suburban- 
ites, manufacturers of war ma- 
chines, residents of defense areas, 
college men—all have 
been faced with new problems and 


many of which | 


he said that many of the 
into factories or 
the front lines because of the man- 
power shortage. He urged stream- 
lining of sales forces, not with the 
idea of keeping as many men as 
possible, but with the idea of re- 
taining as few as possible. 
“Efficiency is going to be the 
watchword of American industry 
and trade as it never has been be- 
fore. Industrial and _ distributive 
cost accountants are going to be 
called upon for figures not available 
today. Marketing research depart- 
ments will come into their own.” 
He declared it to be the Com- 
merce Department view that bus!- 
ness itself can take the initiative in 
making the transition to peace con- 
ditions when the war ends. Whereas 
war years are production years, 
postwar years will be selling years, 
he said, and “we need to prepare 
for them now if we are to maintain 
our national purchasing power and 
employment, and rebuild our stand- 
ard of living without mishap.” 
Meeting war problems while pre- 
paring for the postwar period is a 


“gigantic task,” he added. “New 
‘problems require new ideas and 
new tools. The squeeze is on dis- 
tribution. There is every reason to 
believe, however, that out of its 
lessons will come a greater sales 


have had to make decisions for which | 


many of them have been ill-pre- 
pared. Housewives need to know 
how to conserve equipment, how to 
prepare foods in new ways, how to 
make materials last longer. Infor- 
mative advertising is not a cure-all, 
but it is being used intelligently by 
some advertisers and the use will 
undoubtedly increase.” 

He pointed out that brand names 
are quick to fade from public con- 
sciousness if not promoted, and 
that properly planned institutional 
advertising can play an important 
part is preparing for the postwar 
period. 

Dr. White made it clear that 
whatever the ideas on advertising 
harbored elsewhere in the govern- 
ment, the Department of Commerce 
“has never agreed to the concept 
that advertising is an economic 
waste, and it does not now. Basic- 
ally, advertising is an informative 
force used with increasing regular- 
ity during the past decades to in- 
crease our standard of living.” 

Dr. White also urged that sales 
policies as well as sales methods be 


era than we have ever experienced 
thus far.” 


SPOTCASTING 


BUILDS MORE SALES 
... AT LOWER COST! 


More money for ” 
the HOT ate 


S Nothing wasted on ” 
J the DEAD SPOTS \ 


‘the TOUGH ee.’ . 


sow BLA 


& COMPANY 


NATIONAL STATION 
REPRESENTATIVES 
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The argest package 


D. you know what Metropolitan 
Group means? . . . Twenty-four Sunday 
newspaper circulations in nineteen major 
cities, with an overflow into a thousand 


smaller cities —11,000,000 circulation 


reaching one-third of all the families in 
the U.S... . and the best third, in the 
best markets. Family coverage of from 
10% to more than 50%, enough to make 
advertising effective anywhere! 

In these major Sunday newspapers, 
Metropolitan Group offers advertising 
space in the comics sections, the strongest 
entertainment vehicle in existence .. . 
holding whole-family interest Sunday after 
Sunday, with an 81% readership among 
adult men, 79% among women, and with 
practically all the children. Nowhere else, 
in print or programs, can advertising get so 
much attention, get so much reception as 
on these pages with the heaviest eye-traffic, 
widest appeal, most regular reception. 

The half-page unit in the Sunday 
comics sections is close to a magazine 
spread in size, big enough for showing or 
telling a story... Four colors... At-home 


audiences on Sunday 


newspaper r.o.p. ! 


plus the greatest penetration “= 


in advertising! 


...in the 


No other medium delivers so many 
worthwhile, able to buy, influential people, 
so well placed. No other medium delivers 
a message to so many of them so effectively. 
And no other medium does a comparable 
job at acomparable cost! Find out about 
the biggest open buy in advertising media 


today! ... and find out soon? 


Metropolitan 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune « Cleveland Plain Dealer 
Des Moines Register + Detroit News ¢ Detroit Free Press « Milwaukee Journal « Minneapolis Tribune & Star Journal « New York News 


New York Herald Tribune + Philadelphia Inquirer + Pittsburgh Press « Providence Journal * Rochester Democrat & Chronicle « St. Louis Globe-Democrat G ' Ou 
St. Louis Post-Dispatch « St. Paul Pioneer Press « Springfield Union & Republican * Syracuse Post-Standard * Washington Star « Washington Post 


220 East 42d Street, New York « Cuicaco: Tribune Tower « Detrorr: New Center Building. + San Francisco: 155 Montgomery Street 


a tn Peep eg F: ise i, i ae og foe ae roe RATES, wa cipes = ae! a - ™ 
‘a . «4 ee Tere: mf -¥ F ‘ -: Set we a fez w 7 apt a wind lth a he Oe Ee » ree > tte A ak? j - Oe es as GS. cee heen ry ; jhe mee 4 s 
*- d J ee oe ‘ft 
_- 
ss SS < ~ y ae oe eS — 
eo S ae ‘ ‘ 
SS ae  ° SS eae Se aa 
\ . « f* ’ ae ee 
oa a ‘ .F = ‘ 35 eS s a WA . “23 a 
ale . Ses _goc SS A i eg. Be, 
Bee =. ey ee iin 
: _— . ss S . . See, ine 
x ee : = ts s . St eal oe 
\ ni é a - ee SS eat 7s 
* eS fe . 
« a : : a 
om — 
\ ‘- oH 
Rona (Goa 2 
j ae ie i P b 
i ah ae! a 
} : ” 5 ona 7 . sk 
‘ : bam a a ‘ Zs eh 
ed “4 a Be: 
ae : are 
i \ ‘ s Pe an . 4 
\ AP B he Se 
} ' bit 3 Sie ie 
' : . a. eS ae 
i 7 y = oF Sl re 
} “ = — 
‘ P ‘ * ' : = ~ S 
‘ : t > Fa X | | 
re : ® - te Ss ee = & a, 
 \ Bites ae 
« 4 > 3 s om E eA 3 i a , 
7 Se : q i “ ¢ J 0) y = J on” 
_ ‘ — 4 ‘ i] . za a Pa i 
' | 7 ° a & . bie Ee BM 
. | | : iy 
$’ ~~ | aa i , 
3 4 i | f 4 ; 
| ~~ \8. Disa : 
d ois he - a ei | El 
- P ea , A ‘i : 
| ee — x ‘ na % 
Yr * ' , H ‘aes 
- 4 4 
: ? 3 
iS aa 
= et Z Bea A 
1¢ a “ 
e oe 
e : re 
Exe a 
e i in Oa hee 
7 yee 
:. Big 
A Bia , = 
in “ . 
: ie. 
~ ek k 
is ' e 4 
S, Se : Ps. 
re a. 
in LS ae 
‘ ae 
“i a ia 
— 
P- , Bas < 
‘4 ’ ° or, 
na ..-Cost ona level with : 
ii 7" 4 a 
its ‘ =e 
ed uh % 
head 
eye iM 
F ae 
a 
* 
} oe 
#, .. ; * = 
- 2 Se BA, “4 eo m a F i i . i - 3 ee er es oe : ere 63 a iar , ‘ e ig. ‘2 ¥ : ro _* : “ * « ae "i he a " 
; ee ae a ee ees nah XL Pe ae rs fos , * & RF ee gy A ag a Fay ee eS EL fe Nees Sg. oo 
on pare 4 2 sie. 6. ’ a ie So vat et aay pr ot * sa % bee a ™ % oy eee eae ee a s a Sal M +‘ ih + She ia Pex i Ga stee 
oe 5 a ee ee cae Gr Sees 5 aan, oat ee ee eee sce chee: fe AE: alee OO ee el eee ie «ph sey Oe ae | 


6 


ADVERTISING AGE 


June 1, 1942 


William C. Ellis, formerly of 


Ellis to American Mutual Give Advertising 


Look, has joined the sales service 
staff of American Mutual Life In- 
surance Company, Des Moines, Ia., 
devoting his time to sales promo- 
tion and editing of the company’s 
field magazine. 


Thomas to WPB 

John F. Thomas, vice-president 
in charge of sales, National Enamel- 
ing and Stamping Company, Mil- 
waukee, has left the company tem- 
porarily to join the WPB in 
Washington. Alfred J. Kiekhefer, 
president of the company, will su- 
pervise sales policy during Mr. 
Thomas’ absence. 


7 
BIE 


standard prices 
when you use the 
Eye * Catcher Plan 
Attractive subjects 
to fit any need, with 
highest-priced mod- 


els such as Jinx 
Falkenburg, Georgia 
Carroll, America’s 
best models Write 


today for free proof- 
books and details of 
Eye * Catchers new 
war-time NO-RISK 
plan No obligation. 


EYE* CATCHERS, Inc., 10 E. 38 St., N.Y. 


Save up to 80% on) 


Bigger War Tasks, 


Rubicam Urges 


Asks U. S.-Paid Copy; 
Publicity Not a 
Substitute, He Says 


New York, May 26.—Modern ad- 
vertising has not been idle up to 
now, “but its war work so far— 
when compared to what it can do 


—is like the performance of Amer- | 
ica’s airplane plants in 1940 against | 
today,” - 
Raymond Rubicam, head of Young 


their accomplishments of 
& Rubicam, told the National Insti- 
tute of American Women’s Volun- 
tary Services yesterday. 
Advertising not only faces a num- 
ber of new tasks in adapting itself 
to war effort, but in addition it 
faces the problem of selling “a new 
group of clients—the men who are 
running the war activities—many 
of whom have had no past familiar- 
ity with advertising, no proof of its 


| 
| 


|power, no experience in its expert 
use,” he said. 

| Too many of these men and 
lothers mistakenly regard advertis- 
|ing and publicity as alternates for 
‘each other, Mr. Rubicam asserted, 
whereas, “generally speaking, pub- 
| licity spreads news or views and 
i'then stops, while advertising goes 
|on to produce action. . . In advertis- 
‘ing there is no uncertainty about 
the message being read as written. 
| Advertising is a direct line to the 
public. It can be written and 
printed, or spoken on the air, ex- 
‘actly as the advertiser believes it 
|must be in order to accomplish its 
|job. And it can be circulated in ex- 
lactly the places he wants it to be 
in order to do its job.” 


Tells of Council Set-up 


| 

The war jobs of advertising are 
,of two classes, Mr. Rubicam con- 
'tinued: selling tangible objects like 
| war bonds or definite actions like 
salvage; and “creating a state of 
mind and spirit which will help to 
animate all feelings and actions 
about the war.’ These are tasks for 
which advertising is peculiarly fit- 
ted, he said, and despite the fact 
that in too many instances govern- 
ment seems to have felt that pub- 
licity alone could do the job, adver- 
tising is now being called upon to 


|? 


REE phe 
ane 
ifthe Pec 
is stig 


You can't have a strong industrial city like Toledo 
without having a beehive of activity in wartime . . . So, 
when you know that Toledo and its Retail Trading Area 
(A.B.C.) placed 3rd in Food Sales (as in total retail sales) in 
Ohio’s major markets according to the 


latest census, you know that this is a won- 
derfully rich market for food products in this 
war year 1942... And, in considering present 


opportunities, don't o 
ly strong values in T 


Value market, richly balanced between 

industrial Toledo and the highly produc- 

tive area surrounding the city — 37%, 

above Ohio average in farm wealth, 
40°, in farm income. 


QLEDO BLAD 


verlook the permanent- 
oledo — Ohio’s Double 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


assume a larger and larger share 
of the load. 

Tracing the history of the Adver- 
tising Council and its purposes and 


functions, Mr. Rubicam revealed 
that the Council now has “group 
centers in Los Angeles, Detroit, 


New York and Boston, with more 
forming,” in addition to its perma- 
nent offices in Washington and New 
York. With reference to the sal- 
vage drive which is still in the| 
works, he said: 
“Having determined in what)! 
places and in whose hands various 
materials were, they set up sep-| 
arate advertising campaigns for | 
each material to be specifically | 
aimed at the following major audi- 
ences: farms, households, industrial 
plants, automobile graveyards, and 
a miscellaneous group such as 
abandoned railroad tracks, bridges, 
mining machinery, etc. 

“Advertising media best suited to 
reach the different audiences were 
selected and advertising messages 
especially suited to the material 
sought and the audiences, were pre- 
pared. . . Members of these indus- 


pay for 
tions amounting to over a million 
dollars have already been promised 
with more expected.” 


Urges Government Advertising 


Returning to the broader theme 
of advertising use in all phases of 
the war effort, Mr. Rubicam de- 
clared that “belief by the war au- 
thorities in the war usefulness of 
advertising is undoubtedly grow- 
ing, but there is still a long dis- 
tance to go before the full power 
of advertising and its related activi- 
ties, and before the full abilities of 
advertising men and organizations, 
are employed.” 

He pointed out that business and 
the advertising field can be counted 
on to support war advertising ef- 
forts to the fullest extent, but that 
there is obviously a limit to their 
abilities in that direction. “I have 
hopes,” he said, “that through the 
donations of advertisers and adver- 
tising men, it will be proved to the 
heads of our war effort and to Con- 
gress that advertising is worthy of 
direct employment for other than 
enlistment jobs. 


“If the war administration had its 
}own funds it would find advertising 
;a much more mobile weapon for 
emergencies—and could devise a 
character of treatment that would 


make its messages the last word in | . 
e the | rant was called Hinds’, thus tying 


,authority—a guide to which 
public would look for clarification 
amidst confusion.” 


Local Testimonials 
Undergo 12-City 


Test for Ivory 


New York, May 


tries are now working on plans to| 
the campaign—contribu- | 


27.—Procter & 


NATION-WIDE COPY 


NEW ANTISEPTIC DEODORANT CREAM 
4 : , 


over 247% MORE 
EFFECTIVE AGAINST 
PERSPIRATION ODOR 


wee 
ret ume popes ane cans eon 
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1 w 4) are owe aang he owl 
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Etiquet WORKS 5 WAYS, 


| eee tat te ban Pee Poe 
1. STOPS anderorm perspiranon edor i to 5 days 

2 STOPS under scm perspuranon teelf | w ) days 

} 2 PURE, soething. setivepen Not teriaiing to eoPmal shin 
| Safe we use every day. Smetis mace and fragrant’ 


4 PREVENTS .\othes stares dothes rot dee tm perspursion 


| S WORKS FAST see iss)p> disappears trom sight Not greasy 
} net sticky. No need w rinse off Deb oo. dress... dash 
| 


| TRIAL SIZE YOUR GIF 
| WITH 99¢ JAR. tm pee ®t 
sernteLY BACK. Mase be mohers 


ow 
4 Maoh Se ee 
me pe 


17 gud ef DEODORANT CREAM 


Hops Under arm Perepiration aed Oder | to 3 Daye 


Lehn & Fink has launched its first national 
advertising for Etiquet deodorant cream 
with this magazine copy, making an in- 
troductory offer of a free jar with the 
purchase of a package. 


Lehn & Fink in 
Initial Drive for 
New Deodorant 


New York, May 27.—Following 
two years of testing in local mar- 
kets, Lehn & Fink has released its 
first national campaign for Etiquet 
deodorant cream, with a_ schedule 
consisting of Good Housekeeping, 
Ladies’ Home Journal and Life. 
|\Copy will appear monthly in the 
‘first two magazines and twice a 
month in the latter. 

During the test period the deodo- 


jin with Lehn & Fink’s other well 
|known line of products. Initial 
|magazine copy features a series of 
| “bike tests,” revealing “over 24 per 
cent more effective” protection than 
two other deodorant creams. This 
\introductory offer consists of a free 
|trial jar with the purchase of a 39- 
|cent package. 

| William Esty & Co. handles the 
account. 


| 
| 


|Gamble Company has launched an | 


intensive program designed to test 
for Ivory soap the effectiveness of 
|localized testimonials in newspaper 


| advertising. 


Headlines, copy, and art in each|shortage and gas rationing. 


Tourist Drive to Continue 
Daytona Beach, Fla., will continue 
its efforts to get summer tourists 


despite automobile freezing, the tire 
The 


of the 400-line initial newspaper ad- | only change in the previously out- 


pear, with photographs of 


| testimonials by club women, church | 
workers, and business and profes- 
lending home town | 


sional women 
interest to the Ivory sales story. 


vertisements are keyed completely | lined schedule will be to urge 
to the local city in which they ap-| ple to come by bus or train rather 
and | than in their own automobiles. 


peo- 


| baci nc sac 
Account to Cory Snow 


Commercial Chemical Company, 
Charlestown, Mass., has named Cory 


The first week's insertions ap- | Snow, Boston, as its advertising 
peared in Cumberland, Md.; Duluth, | ®8¢ncy. Newspapers and magazines 


Minn.; 
Mobile, 


Erie, 
Ala.; 


Pa.; Johnstown, 


Montgomery, Ala. 


|Pittsburgh; Shreveport, 
| Wheeling, W. Va. 


La.; 


Compton Advertising directs the 


advertising for Ivory. 


Pa.; 


Minneapolis-St. Paul; New Orleans; 
and 


‘ 


will be used. 


’ Harrison to Adclub 
Edward P. Harrison, for 13 
advertising manager of Rochieste 
Packing Company, Rochester, N. Y.. 
has resigned to become executive 
secretary of the Rochester Ad Clu® 


ears 


ster 


“Ask your 
Agency 

to ask the 
COLONEL?” £> 


_ FREE 
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WCSC_ 


Serving Coastal Carolina 


1000-500 watts - 
CHARLESTON, S. C. 


CBS 


& PETERS, INC. 


7 Exclusive National Representatives 
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Family of morons ?- 


a ‘ T HAS OFTEN been said that the average 
, i p: ee Le A - ” -_— - American family has a depressingly low men- 
“eS o-a a . ' tality, and will respond—in politics, in enter- 
r is“ We \ Sees Sn wf ae tainment, and in advertising—only to the 
e ; . | crudest, most exaggerated appeals. 

* ~ | Our own research (and it is considerable) re- 
y , “oe eit >. . wZ£ ) veals the average American as a person of prac- 
: * ; | tical common sense, suspicious of superficiality, 


unaffected by bombast. 


Young & Rubicam has ample proof that this 


. ‘i ' as és 0 e" average American responds to advertising that 
. 4 : “i respects his intelligence and appeals to him on 
) 


that level. 


YOUNG & RUBICAM, INC. 
advertising 


NEW YORK + CHICAGO «+ DETROIT + SAN FRANCISCO 
HOLLYWOOD + MONTREAL + TORONTO 
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Auto Registration 
Lists Abandoned 
for This Year 


Companies Plan to 
Keep ‘41 List Accurate; 
Others to Continue 


Chicago, May 28. — Automobile 
registration lists, long the backbone 
of statistical, market analysis and 
direct mail work in the automotive 
field, are to be discontinued for this 
year and possibly for the duration 
of the war, ADVERTISING AGE learned 
today. The automotive lists, unique 
among commercial lists because of 
their size and the thorough break- 
downs provided, kept track of 
America’s 30 million-odd automo- 
biles, and their discontinuance was 


ADVERTISING AGE 


| 
primarily dictated by the disappear-|in the nation’s 30 million cars. 


ance of a market due to the demise 
of auto manufacturing, the curtail- 
ment of use because of tire and 
gasoline restrictions, and the con- 
version of automobile makers and 
allied lines to war production. 

According to D. L. Harrington, 
manager of the direct mail division 
of the Reuben H. Donnelley Cor- 
poration, a plan has been worked 
out to service customers who want 
some sort of data on the automotive 
markets in the interim by eliminat- 
ing names to whom mail cannot be 
delivered, but no attempt will be 
made to add new names. 

The job of keeping the 1941 list 
accurate will be considerably easier 
than in past years, Mr. Harrington 
said, because the number of tran- 
sactions will be reduced. In former 
years, there has been up to 40 per 
cent change in car ownership dur- 
ing a year, since every new car 
normally requires three or four 
used car transactions, so if 3,500,000 
new cars are sold, there will be 
from 10 to 14 million transactions 


jnot be 
'are uncertain, and there is a good | mailing lists have multiplied three- | 
chance that no national lists will be | fold in the last 60 days,” Mr. Buck- | 
issued for the duration of the war. | ley said. 


————3~7—————_—— 


omy, and that the field is “en- 


According to Mr. Harrington, the | hanced” by companies seeking “new 
Donnelley 1942 list will definitely | avenues of business.” 


issued. Prospects for 1943 


“Inquiries for new and revised 


“These inquiries and or- 


|The company supplies no other lists. | ders seem to center around special 


Among companies 


which have|types of manufacturing, wholesale 
supplied lists, R. L. Polk & Co. said|and retail outlets. 


The reason for 


its automotive lists were “out,” but | this development can be traced pri- 
did not specify plans for the future.|marily to the fact that cars and 


Buckley, Dement & Co., one of the 
largest general list houses, said that 


/it would maintain its Midwest auto- 


mobile list, but would have no na- 
tional list to offer, a natural move 
since the company has operated co- 
operatively with Donnelley and 
Polk in supplying the national list- 
ings. All other Buckley, Dement 
lists will be supplied, including com- 
mercial, dealer and wholesaler lists. 

Homer Buckley, president, ex- 
pressed optimism concerning the list 
field, saying that many companies 
feel the need to establish some sort 
of statistical data during the mar- 
ket upheaval caused by war econ- 


|ket. . 


tires are rapidly going off the mar- 
. Buying habits favor small 
town markets. In the unrated 
groups of retail stores we notice an 
abnormal amount of change—aver- 
aging an eight per cent turnover— 
in the first quarter of 1942. 

“We are keeping abreast of all 
these changes in the mercantile field 
of distribution and retailing through 
quarterly revision, and while our 
problem of maintenance has _ in- 
creased, we expect to meet the 
situation and render service to mer- 
chandisers required to shift their 
contacts to mail efforts during the 
war emergency period.” 
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Since Pearl Harbor, more bluejackets have enlisted from 


Detroit than any other district in the nation. This didn’t 


iust happen. When recruiting offices sought assistance, WIR 


assigned a staff member as civilian radio advisor. Dramatic 


broadcasts portraying life in Uncle Sam’s Navy were created 


and produced. Navy news was aired in special newscasts. 


Naval heroes recounted their thrilling experiences before 


W JR microphones. And enlistments swelled. 


We're proud of Detroit’s men in navy blue...“‘blues” worth 


cheering about! Proud too, of the silver plaque presented to us 


BASIC 


G. A. Richards, President. 


STATION...COLUMBIA 


~-leo J. 


Fitzpatrick, Vice President 


rn g4 
me al 


BROADCASTING 


“BLUES” 


worth cheering about! 


“in appreciation of co-operation in furthering naval recruiting.” 


Still another “blue” we regard with pride is our blue Minute 


Man flag . 


. . the first issued to any radio station . 


- . Cm- 


blematic of 100 per cent employee acceptance of the pay 


roll savings plan for U. S. War Bonds. 


SYSTEM 


end General Manager 


Edward Petry & Company, 


Inc. 


National Representative 
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Grocery Products 
Copy Showed Gain 
of 812 Per Cent — 


New York, May 28.—Groceries a:- 
| vertising retained its position as t 
{top-ranking national classificaticy 
|in newspapers, magazines, netw: 
‘radio and farm papers last ye 
with total expenditure in the f 
media of $106,073,139, a gain of 8 
per cent over the $97,751,448 fig, 
of 1940, the ANPA Bureau of A }- 
vertising disclosed today in rele: .. 
ing preliminary figures from its a:- 
nual compilation. Additional da: 
covering other major classifications 
and expenditures in the four mec a, 
will be ready in two weeks. 

Chief gain in groceries advertis- 
ing last year was recorded by ne. s- 
papers, which carried a volume of 
$38,408,273 in this classification, an 
increase of 14.7 per cent over the 
1940 total. Second largest gain 
shown for network radio, which 
up 5.7 per cent; while magazines 
boosted their groceries volume 5 
|'per cent. Farm papers suffered a 
'decline of 3.3 per cent in the si: 
classification. 
| The Bureau’s compilation is based 
|on newspaper data from Media Rec- 
ords and magazine, farm paper and 
network radio figures from Pub] ish- 
ers’ Information Bureau. 


Modess Avoids Red 
Face for Milady 
with New Package 


New York, May 27.—A new “two- 
way” Modess package, designed to 
eliminate embarrassment to buyers 
and still retain a high display value 
for dealers, was introduced this 
week by Personal Products C 
poration. Called “the most impor- 
tant merchandising development the 
napkin business has seen in many 
|years,” the new package is aimed 
to satisfy both retailers and custom- 
fers and will be exploited in regula: 
ads now appearing in 35 magazines 
|as well as business papers. 
| Personal Products believed women 
wanted a discreet, attractive pack- 
age that they could keep at home or 
/pick up in a store without embar- 
‘rassment. Retailers, on the other 
hand, demanded one featuring a 
bold, identifying name for their dis- 
plays. With this angle in mind a 
package was developed bearing the 
Modess trademark only on one side 
and end, the other sides and end 
remaining decoratively anonymous 


Announcement copy in_ business 
papers points out to dealers that 
women will no longer “hesitate 


about leaving the box at home on 
the closet shelf—no taking the nap- 
kins out and stuffing them in bureau 
drawers. Women have always 
wanted a package like this and now 
you give it to them.” Young & 
Rubicam is the Modess agency 


-WHYN Names Humphreys 


T. R. Humphreys has been ap- 
pointed general manager of Station 
| WHYN, Holyoke, Mass. 


cee We create the design, — 
or produce your idea! 


MULTI PRODUCTS, INC. 


1912 S. Western Ave., Chicog 
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Art Center, Chicago 


go 


Here’s the most exciting art sale you ever heard about! Here's your 
chance to own — at your own price — your pick of the best art pro- 
duced by the best of Chicago's artists! Water colors, oil paintings, 
prints, temperas, photographs, pen and pencil sketches, ceramics, 
fancy leather boxes, and other objets d'art—a truly lovely collec- 


tion .. . and every item will pos-it-ively be sold at Dutch Auction. 


How the Dutch Auction works You come. You see. You 
bid. On opening day, Thursday, June 4th, you will be given your 
choice of anything displayed, for $36. On the second day you'll be 
given your choice for $33. Third day, $30, and so on until the rate 
of $9 is reached. This doesn't mean that you have to be on hand 
every day. Suppose you spot a water color for which you are 
willing to pay $15, for instance. You bid for it, deposit half the 
price, and if the water color is still there when the $15 price-rate 
is reached, it’s yours. Your deposit is refunded if somebody has 
out-bid you, of course. You can bid the lowest price ($9) for any 
piece, if you like, but the lower you bid the greater chance you 


take on being out-bid. Catch on? 


THIS ADVERTISEMENT SPONSORED BY COLLINS, MILLER 


June 4th to 


13th inclus 


oT a 


Free whistle wetters To help you forget your arches while 
you're looking about, we're serving an excellent gin punch, on the 
house, opening night. Rum punch closing night. Or maybe vice 
versa, if you like vice versa. One of the ten models who won awards 
at our January Pageant of Pulchritude will officiate as a hostess 
each night. (See below.) And a committee of capable girls, well 


versed in fine art, will assist prospective buyers—that's you. 


Kick-off June 4th So be sure to be on hand Thursday, June 
4th, for the art buys of your life! Galleries will be open daily from 
11 a.m. to 10 p.m., including Sunday. Admission is free. Browsers 


are welcome. Bids may be made in advance on any werk exhibited. 


& HUTCHINGS, INC CHICAGO PHOTOENGRAVERS ~ 
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Gas Rationing 
May Be Last Straw 
for Auto Dealers 


Service Business to 
Suffer if Strict Rules 
Are Extended 


Detroit, May 27.—The threat of 
nation-wide gas rationing was 
viewed in automobile circles this 
week as a potential new blow to al- 
ready hard-hit dealers because of 
a depressing effect upon the sale of 
rationed new cars—for which rules 
were recently liberalized—and upon 


have a noticeable effect on the war 
effort. Thirty-five per cent of the 


|sort business ranks second to its 
|automobile business. 


armament program is being handled | 


by plants within a 60-mile radius of 
Detroit. 

| Predicts Collapse 

| Samuel T. Gilbert, president of 
the Detroit Street Railway Commis- 
|sion, predicts that strict gas ration- 
|ing would result in a collapse of the 
city’s transportation system, stran- 
|gling business and threatening the 
operation of war industries. City 
officials plan to go to Washington to 
present their case. Michigan resort 
|operators likewise are up in arms. 
/They have appealed to the gover- 
nor, and it is believed he will make 


representations in Washington. The | 


|state’s $400,000,000 tourist and re- 


‘TOURIST GROUP URGES 
‘VICTORY’ VACATIONS 


Detroit, May 26.—Concentrating | 


its advertising in territories ad- 
jacent to nearby munitions centers, 
the Southeastern Michigan Tourist 
Association currently is running the 
heaviest newspaper schedule it has 
ever undertaken. More than 100 
newspapers in Michigan, Indiana 
and Ohio are being used, and will 
be supplemented by radio and panel 
posters. 

The outdoor advertising is in the 
nature of a test campaign, results of 
which will point the way for next 
summer’s campaign. This year only 
a limited number of 24-sheet post- 
ers will be used on thoroughfares 


leading from some of the principal 
|cities in the three states, to test | 
|their effectiveness. It is the first | 
| time outdoor has been used by the 
association. 

Current advertising carries a war 
theme, stressing “Vacations for Fit- 
|ness and Victory.” Because of tire 
| shortage and prospective gas ration- 
|ing, copy also emphasizes “planned 
vacations” at a single point as | 
against the _ sightseeing, touring 
types of other years. No attempt is 
|being made to reach prospective 
|vacationers in distant cities and 
magazine advertising consequently 
‘has been all but eliminated from 
| this year’s schedule. Advertising 
| for the association is handled by the 
| James Dickson, Jr., Agency, Detroit. 
| A Michigan state advertising pro- 


ers is scheduled to be released in 
June. 


Box Rating Raised 


Seeking to speed the manufac. 
ture of non-metal containers for 
food products, the War Production 
Board has assigned a rating of 
A-l-c for deliveries of ferrous ma- 
terial for such uses. The A-7 rating 
heretofore in force proved too low 
for manufacturers to secure neces. 
sary nails and wire, and boxes and 
crates needed by harvest time could 
not be produced. 


‘ ’ . * 
Mercury’ Discontinued 
The Morning Mercury, New Bed- 
ford, Mass., one of the oldest daily 
morning papers in the country, has 
discontinued publication because of 
“rising costs, dwindling circulation 


| gram using radio and 24-sheet post- | and war restrictions.” 


used car sales and service business. | 


Service business was what the 
dealer expected to fall back on to 
keep going through the emergency. 
Under strict, nation-wide rationing 
like that now in effect in the East, 
drivers may be expected to balance 
repair costs against the limited use 
they will get from their cars and 
chances are a great many automo- 
biles will be laid up. Those in 
operation will be used less and 
therefore require less service. More 
dealers probably will find it neces- 
sary to go out of business. 

The proposed restrictions on gas 
will not necessarily eliminate the 
need for automobile dealer adver- 
tising, although they no doubt will 
result in changing the themes and 
emphasis in copy, according to 
agencies. The more optimistic see 
new opportunities arising from the 
situation. Gas rationing puts a pre- 
mium on the _ efficiently-operated 
car, it was pointed out. Obviously 
economy will be stressed and serv- 
ice themes will be adapted to the 
gas-saving idea. Regular service 
and inspection will be more neces- 
sary than ever in order to keep the 
car economy-tuned. Dealers might 
find it profitable to advertise the 
advantages of not laying up cars, 
trading big cars for smaller ones 
using less gas, the sale of gas cap 
locks, gas savers, and service on 
carburetor, gas lines, gauges, etc. 


GM Divisions Active 


Except for the current copy of 
General Motors divisions, there is 
little or no advertising now being 
done by the automobile companies. 
Agencies, however, have prepared 
service advertising for dealers to 
run. There is also some coopera- 
tive and straight dealer advertising 
of new and used cars. Oldsmobile 
Division goes into The Saturday 
Evening Post and a limited number 
of other national magazines next 
month with a dealer institutional 
advertisement, promoting service 
and used cars and stressing effici- 
ency and economy. 

Strong opposition is developing 
in Michigan against gas rationing. 
The state has a plentiful supply. 
Many contend that rigid restrictions 
on gas consumption would lower 
the general efficiency and would 


TROY 


Has More Than 


115,000 


Consumers In Its 
A.B.c. City Zone 


tt costs only 12c per line 
to reach “everybody” in 
this major New York 
State market. 


THE TROY RECORD 
THE TIMES RECORD 
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ADVERTISING AGE 


Plans for Army 
- | Week in Canada 


advertisers have gone all-out in 


n Toronto, Ont., May 27. — Final| patriotic campaigns and their sup-| Montreal, May 26.—What is be-| Dramatized illustrations pointed | 
of plans for “Canadian Army Week” | port is counted on to help put across lieved to be the most intensive cam-| up the newspaper copy, which em- | 
a June 28-July 5, including the full|“‘Army Week.” The ACA has vol-|paign ever released locally drew to| phasized a seven-point traffic pro-| 
6 support of advertisers, agencies|unteered to coordinate the work of| a successful close this week in| gram to end bottlenecks, and each 
. and various media, will be outlined| Canadian advertisers, agency men} Montreal’s month-long drive tojad carried the reminder, “Blocked 
‘a before the Association of Canadian| and media executives. break up traffic bottlenecks and 


ld Advertisers at its semi-annual “Army Week” is planned as a| speed wartime deliveries. 

meeting at the Royal York Hotel| Dominion- wide demonstration of Directly tied in with the war ef- 
the public’s admiration for its armed| fort, the campaign was sponsored 
J. W. G. Clark, formerly director| forces. Among groups which have|by the General Council of Service| 


here June 5. 


: i indivi manufacturer of Kaukauna Klub| 
j. of sales for Cockfield, Brown & Co.,| already pledged to aid the week-|Clubs and _ affiliated individual : ; ; 
ly and now director of public relations| long tribute are the ACA, Associa-| clubs. Space in all local standard- weed ge ne datas =~ a Cramer- 
as for the Royal Canadian Air Force tion of Canadian Advertising Agen-|size dailies, both English and advertising osumenl. 

of and the Canadian Army, will list | cies, Canadian Poster Association,| French, totaled 10,000 lines each 


on objectives of the special week in| Canadian Broadcasting Corporation, during the four weeks, with weekly 
connection with his address on the! Canadian Association of Broadcast-|and tabloid papers sharing in pro- 


connection with the Dominion’s Vic-| MONTREAL ATTACKS 
tory Loan, War Savings and other| TRAFFIC TANGLES 


campaign 


| Traffic Can Be Tragic.” 


in Milwaukee, 
and Cleveland. 


. subject, “How Advertising anders, Canadian Daily Newspapers As- portion. Radio spots and five-min- | 
Clark to Outline Publicity Have Done a Selling Job| sociation and the Canadian Manu-|ute talks by leading citizens and 


for our Armed Forces.” Canadian | facturers Association. officials were broadcast from four, swars rwe riasy omeee or ree mars snvance 


largest Montreal stations. 
Kim, Ltd., handled the newspaper 
/and radio advertising. 


A. Mc-| 


Cheese Account to Agency - 
| South Kaukauna Dairy Company, ’ 


as 
Car cards will 
be used in a spring and summer 
Chicago 


Ja ar 


When the war is over—and it will be—are 


you going to be remembered as an ordnance 
manufacturer? 


Regardless of what decisions may be made 
for you while the war is in progress, this one 
you can make for yourself, 


Will you have a peace-time identity when the 
armistice comes? 


Through the medium of Chilton Publications 
and Services you can keep alive your invalu- 
able business reputation — effectively and 
economically. 


And it will require less time to get back to 
normal, with such a running start. 


® 
CHILTON COMPANY (Ine.) 


Chestnut and 56th Sts., Philadelphia, Pa. 


100 East 42nd St., New York, N. Y. 


nr 


The proper use of these publications 
will insure your markets after the 
emergency, by keeping your old 
friends, as well as newcomers in 
your field, fully advised on what 


you have to sell, 


THE IRON AGE, serves the richest division 
of the industrial field—the metal working 
industry. Pe 


HARDWARE AGE, the leader in the field 


of hardware distribution. 


3) 


DEPARTMENT STORE ECONOMIST, 
reaches more key department store people 
than any other business publication. 


BOOT and SHOE RECORDER, the authori- 


tative weekly of the shoe business. 
O 


THE JEWELERS’ CIRCULAR-KEYSTONE, 
the recognized leader and authority of the 
jewelry trade. ‘ 


THE OPTICAL JOURNAL and REVIEW of 
OPTOMETRY, the outstanding publication 
serving the optometric profession and opti- 
cal industry. 


AUTOMOTIVE and Aviation INDUSTRIES, 
the technical authority in automotive and 
aircraft manufacturing plants. 


MOTOR AGE covers all automotive service 
and maintenance problems. 


COMMERCIAL CAR JOURNAL reaches the 
greatest number of fleet operators, and 
members of the truck trade. 


THE SPECTATOR AMERICAN REVIEW 
OF LIFE INSURANCE, most quoted of all 


insurance publications. 


THE SPECTATOR PROPERTY INSUR.- 
ANCE REVIEW, modern in form and style 
of writing. Useful and unusual from every 
angle. 


In addition to their wide experience in pub- 
lishing domestic magazines, CHILTON 
COMPANY (Inc.) have an equal interest in 
Business Publishers International Corp., pub- 
lishing the following: The American Auto- 
mobile (Overseas Edition), El Automovil 
Americano, Ingenieria Internacional and 
El Farmaceutico. 


| 837 N. Fairfax 


| 


TO CANADIANS 


“SEIZE THE RADIO 


STATION!” 


ee, 


| Rogers Majestic (1941) Ltd. scheduled 

| this copy in Toronto dailies as part of its 

| current institutional campaign. Locke, 
Johnson & Co. is the agency. 


‘ABP Issues Supplements 
to ‘Wartime Ad Guide’ 


| Two supplements to “A Guide to 
|Effective Wartime Advertising” 
jhave been released by Associated 
| Business Papers, New York. In the 
| first one, a company head, not an 
| adver ising man, tells why his com- 
|pany is running four separate ad- 
vertising campaigns at a time when 
it’s so difficult to keep up with or- 
ders. The second was compiled to 
|be of particular help to manufac- 
turers of consumer goods. It re- 
|ports what people at the point of 
| sale are up against today; what 
kind of help they’d like to get from 
their suppliers; how some manu- 
facturers are helping by speeding 
| useful suggestions and practical in- 
\formation through dealer publica- 
|tion advertising. 

Copies are being sent, free of 
charge, automatically, to everyone 
who requested the “Guide.” Fur- 
ther supplements will be issued at 
later dates. 


Andrews Elected 


| Orvin G. Andrews of the Day, 
New London, Conn., has _ been 
elected president of the New Eng- 
|land Daily Newspaper Association. 
Other officers elected are: Buel W. 
Johnson, Call, Woonsocket, R. L., 
vice-president; Charles L. Fuller, 
Enterprise-Times, Brockton, Mass., 
treasurer; Stanley T. Black, Times, 
Pawtucket, R. L, secretary. 


Dog Food Introduced 


Foxstand Foods, Boston, has in- 
troduced a new dog food product, 
|Sassified Dried Meat, a dehydrated 
|food which is 97 per cent animal 
| Broduct, with three per cent vita- 
mins and minerals added, and with 
/no cereal or other filler used. A 
| radio campaign will be handled by 
H. L. Moore Company. 


‘ 


(Advertisement) 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected technique 
brings you an art-copy color print 
that fully reproduces Kodachrome 
on paper. We retain the lifelike, 
rich quality of your film transpar- 
ency. We can enlarge, reduce or 
print same-size. 

This print we call a Chromart. 
You can display it, retouch, air- 
brush, paste into artwork. It is 
magnificent copy for plate-making. 
Priced from $38. Investigate this 
print! 


-PHOTOCHROME LABORATORY 
Hollywood 
Overnight by Plane 
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We recently heard a story which 
is so interesting and suggestive that 
we believe many others will want 
to carry out the ideas to which it 
refers. The company using the plan 
is not a giant corporation, but a 
successful enterprise of moderate 
size which has been a leader in its 
own particular field, so that its pro- 
gram is one which may have gen- 
eral application. 

Like so many other manufactur- 
ers, this company has enlarged its| 
plant capacity to take care of some 
urgent business for Uncle Sam. The 
head of the business realizes that 
after the war it must be prepared to 
make proper use of its enlarged 
production facilities. What to make, 
what markets to explore, what new | 
activities to engage in are all ques- 
tions which require study and 
thoughtful planning. 

Consequently there grew up the 
idea of the Forty-X Club, which is 
made up of key executives having | 
to do with design, production and 
marketing of the company’s prod- 
ucts. The name of the club sug- 
gests that the company doesn’t pre- | 
tend to know when the war will be) 
over, but some time in this hectic | 
decade peace will arrive and the} 
problems of making the best pos- | 
sible use of added plant capacity | 
will be faced and must be answered. | 
Hence the club has a definite and | 
specific job to do. 


| 


Business Papers, Inc., National Publishers 


Federation of America 


10 Cents a Copy, $2 a Year 


The Forty-X Club 


The club meets regularly, and 
everyone is privileged to make 
suggestions and to comment on 


others which are tossed on the table 
for consideration. Because the job 
is being tackled without haste, but 
with a definite plan, many excellent 
ideas have emerged from the dis- 
cussions. New products, supple- 
menting the present line, have been) 
proposed, and some new lines, rep-| 
resenting entrance into entirely new 
fields of manufacture and market-| 
ing, have also been given considera- | 
tion. All of them are being sub- | 
jected to the most careful scrutiny 
of those best qualified to pass on| 
them from the standpoint of the de- 
sign, manufacturing and selling op- 
erations which their development 
will entail. 

An interesting thing about the 
Forty-X Club is that now and then 
visitors from other companies are 
invited to sit in and contribute their 
comments and suggestions. These 
observers have invariably been im- 
pressed with the possibilities of the 
idea and have carried it back to 
their own organizations. Conse- 
quently it is probable that there will 
be many more Forty-X Clubs at 
work, planning soundly and care- 


fully for the most successful utiliza- | 


tion of the great additions to pro- 
ductive facilities which we _ shall 
have available for the benefit of the 
whole country at the war’s end. 


Selling in Reverse 


We recently listened to the solici- 
tation of an insurance salesman who 
had been able to arrange an inter- 
view with an important prospect 
His presentation was _ interesting 
and effective until he struck an un- 
expected snag. He was showing the 
prospect some of the company’s 
sales literature, emphasizing par- 
ticularly its growth in volume and 
its increased acceptance by buyers 
of insurance in its fields. 

“This folder,” he remarked casu- 
ally, “is printed on both sides, to 
paper. We used to have two 
separate pieces on these subjects, 
but with the paper shortage, you 
know we have to conserve paper 
and so the company is now printing 
on both sides.” 

“Paper shortage?” demanded the 
prospect. “Why, I'm told there isn’t 
any shortage, and that the book 
paper manufacturers -who supply 
printers with this kind of material 
have a lot more capacity than the 
demand can absorb under present 
conditions.” 


save 


“Why,” hesitated the insurance 
man, “I’ve been hearing and read- 
ing that there’s a paper shortage, 
and so I supposed that was the rea- 
son why this folder was printed dif- 
ferently. I'll admit I have no infor- 
mation from the company on this 
subject.” 

The prospect looked over the 
folder and noted a list of clients of 
the company, classified by indus- 
tries. One of the longest lists was 
that under the heading of “Paper 
Manufacturers.” 

“See here,” he continued. “You 
have important business in the 
paper field, and yet you are telling 
everybody you call on that there’s a 
paper shortage and thus indirectly 
making it more difficult for these 
companies to operate successfully. 
Is that any way to build an insur- 
ance business?” 

“No,” admitted the salesman rue- 
fully. “And I appreciate your set- 
ting me straight on this subject.” 

Following which he quietly with- 
drew. 


A NEW MERCHANDISING OPPORTUNITY 


@ 1042, Chicage Times, B 
Baw tt © wet ee ee 


Chicago Times Syndicate. 


“No more radios, sport goods, electric appliances, rubber goods or nothing— 
maybe we oughta bring our drug section out in the open.” 


Ad-libbing 


Buy It Later 

Unfulfilled consumer: wants — for 
automobiles, tires and 
utilities—provide a new “save now 
and buy later’ copy slant in current 
advertising of the Dime Savings 
Bank of Brooklyn. 


Four of these novel advertise- 
ments display heavy consumer 
goods, much wanted but virtually 


unavailable at present, with the 
headline, “If you can’t buy it now, 
save—to buy it later!” Copy points 
out, “Saving is patriotic keeps 
your morale up—keeps prices down 
-and helps finance our certain vic- 


| tory.” 


|the price, and maybe then he’ll be} 
able to operate without losing his | 
household | 


The ads have been placed in all | 


New York and Brooklyn news- 


papers, on a three-weeks’ staggered | 


schedule, and will possibly be ex- 
| tended into the early summer. Aus- 
tin Advertising Agency, New York, 
directs the account. 


Cost is Cost 

No believer in the savings to be 
effected by quantity buying is the 
OPA, which, in recently issued in- 
|terpretations of the price ceiling 
regulation, has 


products must be reduced in exact 
proportion to the reduction in quan- 
tity. If the price of a three-ounce 
plug of tobacco was 15 cents in 
March, the OPA, and the 
manufacturer now introduces a 
two-ounce plug, the selling price 
must be reduced by one-third. Sim- 
ilarly, if a paper of 20 hairpins sold 
for 10 cents in March, and the 
manufacturer cuts the paper down 
to 18 hairpins, he must reduce his 
price by one-tenth. 

“To sell less of the same commod- 
ity at the same price is raising the 
price,” OPA explains, and we agree: 
but it can pretty easily be proven 


Says 


that a card of 18 pins represents a 
cost to the manufacturer greater 
than nine-tenths of the cost of a 


card of 20 pins, and that generally 
speaking a reduction in quantity is 
not matched by an absolutely pro- 
portionate reduction in cost. 

There is a possible ray of light in 


this thinking, however. Take our 
hairpin manufacturer as an ex- 
ample. If a packet of 20 has been 


his largest size heretofore, and ceil- 
ings make it hard to turn out such 
a packet, maybe it will be possible 
to put out a packet of 40 and double 


insisted that when | 
quantity is reduced, the price of the | 


shirt. 


Tramp, Tramp, Tramp 

We're indebted to the American 
Oak Leather Company for remind- 
ing us that a little chuckle now and 
then is good for the soul, even if 
we are engaged in the grim task 
of wiping out the Axis mob. This 
ad in Creative Footwear proves that 
it isn’t necessary to gnash your 


AMERICAN SOLES 
S\N Axis “HEELS”! 


THE AMERICAN 


crmcemmat mica 


OAK LEATHER COMPANY 


torreon 


teeth 24 hours a day to emphasize 
your detestation of Hit, Muss & Co. 

The headline in this ad is as ef- 
fective a stopper as we’ve seen in 
a long time, and the cartoon has the 
delectable touch of showing Schickl- 
gruber leading the Great Jaw by 
a chain. Templeton Briggs, account 
executive at Allen, Heaton & Mc- 
Donald Company, Cincinnati, is the 
author of the ad. 


Jottings 

Potosi Beer Sales Company, La- 
Crosse, Wis., is sore because so 
many advertisers use the descrip- 
tive term “best” in their copy. 
Potosi has published a newspaper 
ad of its own asserting such claims 
can’t be backed up, and offering a 
reward of $100 to anybody who 
can prove “there is a better beer 
in Wisconsin than Potosi.” . . 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throuch 
ADVERTISING AGE, by any nation] 
advertiser or advertising agen y 
executive writing on his busine <s 
letterhead. 


No. 1989. Reader Responses «aid 
Reactions and Their Relation 9 
Advertising. 
The American Magazine has «- 
sued this report on the findings ©: a 
|psychological study of its readers’ 
‘responses and reactions, made by 
Matthew N. Chappell and Car] Ww. 
Dreppard, of Columbia Univers ‘ty 
‘The study points out that magazines, 
|like humans, have certain personal- 
ity traits, fixed by editorial purpose 
jand policy. The authors maintain 
ithat John Smith, reading one maga- 
| zine, is quite a different person from 
'John Smith reading another, ind 
|that the difference lies in his in- 
\terests and attitudes —his state of 
|mind or “mental set.” They report 
‘on their study of the pattern of psy- 
| chological content of the American, 
_and show that reader response indi- 
'cates that readers have a “mental 
iset” of “high commercial signifi- 
cance” when reading the American. 


No. 1990. Drug Outlets in the South 
Bend Trade Area. 

The South Bend Tribune has is- 
sued this bulletin, which lists inde- 
'pendent and chain drug outlets in 
the South Bend retail trading area 
Along with this data are population 
figures from the latest census, and 


|Tribune circulation figures as of 
|May 1, 1942. 
No. 1981. How About Selling in 


Our First Wartime Summer? 

The Blue Network has issued this 
study which sums up the 1942 sum- 
mer market and opportunities for 
reaching it. It cites figures on set 
ownership, listenership and the in- 
creased buying power for available 
merchandise, and discusses the cost 
advantages of a summer campaign. 


No. 1906. Industrial 
News Data Sheets. 
Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indus- 
trial plant. The other discusses in- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
ing which retains many of the bene- 
fits of product advertising. 


No. 1898. Facts About Newsweek's 
Audience and Market. 
Newsweek has issued two sets of 
charts — one, dealing with market 
facts for business and_ industrial 


Equipment 


| advertisers—and the other, a study 


of Newsweek's readers. The reader 
analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
products, and purchasing plans 
The other set of charts shows an 
analysis of readership among bus!- 
ness men, industrial executives and 
government officials. 


No. 1916. Hit Home with the 
Home Dailies of Oklahoma 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of tHe 
Southwest Dailies group. A n- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of firm 
crops, and other points, while ‘he 
following pages contain a detailed 
analysis of the data, including «''- 
culation of SWD papers. 


No. 1970. Life Sells—Why? H 


In this new manual, which ' 
designed especially for advertise's 
salesmen, Life shows its estima‘ed 
audiences in trading areas w! 
have central cities of 25,000 or more 
population. The pages also shoW 
numerous examples of retailers 


> 


tie-ins with Life ads at point of sae. 
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Two to Edwards & Co. 

| J. Wayne Sturdevant, formerly 
|with Parents’ Magazine, and Edgar 
W. Thayer, formerly with Display 
Art, Inc., have been appointed ex- 
ecutive representatives of Vincent 


Edwards & Co., publisher of Hotel 
Bulletin, Furniture 


Promote Louden 
Monorail for War 
Factory Speed-U 


Fairfield, Ia.. May 27.—To help 
uneork production bottlenecks by 
increasing facilities in today’s fac- 
tories, Louden Machinery Company 
jaunched a new campaign in maga- 
zines and business papers this week 
with straight-selling copy directed 
to plant managers. 

Louden, celebrating its 75th an-| caesar ame" 
niversary this year, manufactures Rambeau Adds KTKC 
farm building equipment and over-| william G. Rambeau Company 
head conveying systems. Priorities has been appointed sales representa- 
affect the market but officials are tive for Station KTKC, Visalia- 
confident that Louden should and /| Fresno, a 5,000-watt Blue Network 
will play an important part in the | Station. 
wartime industrial picture by help- 


ment and numerous syndicated ad- 
| Vertising services. 


vision in New York, and Mr. Thayer 


| Cago. 


Mr. Sturdevant) 
is with the company’s Eastern di-| Steiger Company, treasurer; and J. 


is with the Western division in Chi-| 


Springfield Adclub Elects Named Associate Editor ‘Spitz and Webb Formed 


Robert N. Fuller, advertising 
manager of G. and C. Merriam Com- 
pany, has been elected president of 
the Advertising Club, Springfield, 
Mass. Other new officers are: James 
A. Wright, Indian Motorcycle Com- 


Manufacturer, | pany, first vice-president; William 
Shoe Manufacturer, Retail Manage-| R. 


Mason, Westinghouse Electric & 
Mfg. Company, second vice-presi- 
dent; Mathilda E. Farber, 


Roger Newell, Paper House of New 
England, secretary. 


| Join Chicago Staff 


Vernon Quigley, for many years 
Western manager of Physical Cul- 
ture, and M. D. Tunnicliff, formerly 
with Household Magazine, have 
joined the advertising staff of Col- 
lier’s in Chicago. 


Albert | 


| Gladys Denny Shultz, specialist in 

the child care and training depart- 
ment of Better Homes & Gardens, 
has been named an associate editor 
of the publication, as part of the 
editorial plan to put greater em- 
phasis on child care and training. 


Kelly Named President 

Paul A. Kelly, Capital Finance 
Corporation, has been elected presi- 
dent of the Columbus, O., Advertis- 
ing Club. Other officers are: A. 
W. Hedrick, Harry M. Miller, Inc., 
first vice-president; George A. 
Whisner, Terry Engraving Com- 
pany, second vice-president; James 
A. Maddox, Columbus Chamber of 
Commerce, secretary; and Edward 
N. Brown, Huntington National 
Bank, treasurer. 


William Spitz, formerly with Wil- 
liam T. Lane Advertising and re- 
| cently head of his own agency, and 
Stephen Webb, formerly with Sta- 
tion WAGE, Syracuse, have formed 
Spitz and Webb Advertising, with 
offices in the Empire bldg., Syracuse. 


Pierce to Yeast Co. 


Quentin D. Pierce, formerly with 
Derby Foods, Inc., has been ap- 
pointed assistant general sales man- 
ager of Northwestern Yeast Com- 
pany, Chicago. 


WSIX to Spot Sales 

Station WSIX, Nashville, has ap- 
pointed Spot Sales, Inc., as its na- 
tional sales representative. 


ing manufacturers to speed up pro- 
duction and, through use of its over- 
head material handling equipment, 
to replace labor which can be used 
more profitably in manufacturing 
rather than in handling materials. 
The copy, addressed to manufactur- 
ers, reminds them that “doubled 
plant capacity permits surprisingly 
prompt deliveries on many items” 
and suggests that they consult Lou- 
den engineers for a solution of their 
materials handling problems. 

Two-thirds pages in Business 
Week and Time initiated the drive. 
The schedule also calls for a series 
of bleed pages in Fortune and two- 
ninths pages in New Equipment Di- 
gest and Industrial Equipment 
News. 

The campaign will emphasize the 
fact that a new plant or more floor 
area is not always necessary if ma- 
terial handling in the process of 
manufacturing is moved to the ceil- 
ing. Copy in the June issue of For- 
tune, for instance, is headlined “Air 
Attack!”” and a typical Louden Mo- 
norail installation is illustrated. Re- | 
sourceful managers are gaining 
many of their objectives by “air at- 
tack,”” copy points out, “looking to 
the air lanes in their plants, mov- 
ing materials handling to the ceiling 
via the Louden Monorail.” 

Kirkgasser-Drew Company, Chi- 
cago, directs the campaign. 


Taub to Detecto Scales 


Marvin Taub, formerly research 
director and assistant copy chief for 
the Emil Mogul Company, New 
York, has been appointed advertis- 
ing manager of Detecto Scales, Inc. 


Norwich to Export 


Norwich Pharmacal Company, 


Norwich, N. Y., has appointed Ex- 
port Advertising Agency, New York, 
to direct advertising for Unguen- 
tine and Pepto Bismol in the Latin 
American markets. 


Quaker Oats Elects 


H. P. Cromwell has been named 
honorary chairman and John Stuart, 
former president, has been ap- 
pointed chairman of the board of 
Quaker Oats Company. R. Douglas 
Stuart, formerly first vice-president, 
has been elected president of the 
company. 


5!/2 by 8 inches, 
in Colors and 
Paste Bound. 


40,000 an hour 


Fast production, you'll agree, 
for booklets up to 32 pages, in 
three colors all pages. Paste 
bound as printed. Quality 
printed on 32-lb. or 35-lb. news- 
print, at extremely low unit 
cost, We offer extraordinary 
Savings to large quantity buy- 
ers of recipe books and other 
consumer give-aways. 


SHOPPING NEWS 


oon “Division CLEVELAND 


The 


average.” 


that 


ling, too, but the answer is very simple. 


people through their favorite station . . 


THERE’S NOT ANOTHER LIKE IT! 


Phe giant telescope atop Mount Palomar in California will soon afford a view 


of the heavens which was once believed impossible. 


WTIC's 


*Sales Management, April 10, 1942. 


results obtained by national advertisers who use W'TIC are pretty start- 


primary area leads the 


nation with a per family spendable income, which is 66% above the national 


Get your share of this income by reaching Southern New England's friendly 
. WIC, One test will convince you 


The Travelers Broadcasting Service Corporation 
Member of NBC Red Network and Yankee Network 
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Mail Order Fliers 
Smaller Than 1941; 
Soft Lines Lead 


Chicago, May 27.— The summer 
fliers of two major mail order com- 
panies, Sears, Roebuck & Co. and 
Montgomery Ward & Co., in the 
mail this week, provided a number 


of indications as to the outlook for | 


advertising and merchandising in 
this field. Soft lines, naturally, oc- 
cupy the promotional spotlight. 
Both books are considerably 
smaller than last year’s fliers. The 
“Sears Mid-Summer Sale” book 


runs 172 pages against last year’s | 


232; the Ward “Summer Book” 
totals 164 pages against 252 in 1941. 
In the latter case, however, the 
page size has been changed. Ward’s 
1941 book had a 9% x 62-inch page, 
while the new flier is 8 x 11 inches, 
an innovation begun in the 1941 
Christmas book. 

Wartime curtailments are every- 
where evident. The pages usually 
devoted to refrigerators, washing 
machines, sewing machines, ranges 
and electric appliances have been 
drastically pared. Sears showed 
only one radio model, and both of 
the mail order titans greatly re- 
duced their tire sections, although 
Ward’s devoted considerably more 
space to tires than did Sears. Copy 
ran along the “if you have a ration 
certificate you can save on tires” 
line, with Ward’s restating the guar- 
antee for its Riverside tires and 
tubes but hedging it with “owing to 
present conditions our fulfillment of 
the warranty will necessarily be 
subject to restrictions laid down by 
our government to conserve rubber 
and materials.” 


Art Work Obsolete 


Recent price ceilings gave the 
mail order companies some trouble, 
but Ward stated that all prices in 
the summer book were the same or 
below those quoted in the spring 
and summer book issued in Jan- 
uary, thus assuring its compliance 
with the “highest point in March” 
provision. Illustrations didn’t fare 
so well. Both books picture men 
wearing trousers with cuffs, and 
some of the women’s dress pockets, 
belts and skirts aren’t strictly OPA- 
perfect. These flaws in the art 
work nettle the mail order men, 
who are exceedingly meticulous 
about having illustrations match 
their merchandise counterparts. 
Preparing the fliers takes at least 
three months, and that length of 
time under present conditions is 
sufficient for the best-planned page 
to be outmoded. 

As one Ward official phrased it: 
“TIT don’t suppose there are very 
many illustrations in the book that 
comply with the new rules for wo- 
men’s apparel. It’s tough to get out 
a book when they’re designing 
dresses down in Washington.” A 
Sears spokesman took virtually the 
view: “Our merchandising depart- 
ment had a devil of a time lining up 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


WWL 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


prices with the ceilings. In times 
sure of your ground.” 

Sears’ book, which was mailed to | 
6,315,000 customers, calls attention 
to its sale which ends Aug. 21, but 
Ward’s makes no mention of “sale” | 
in its title, and tends to play down | 
prices in the book pages. As Ward | 
pointed out in talking to ADVERTIS- | 
ING AGE, illustrations are bigger and | 
copy has been cut down. “We ob- | 
viously aren’t making a strenuous | 
|selling effort,” the Ward representa- | 
itive said. 


WALA to Headley-Reed 


WALA, Mobile, Ala. has ap- 
pointed Headley-Reed Company as 


|national representative. 


ADVERTISING AGE 


like these you can never be vey Brewer Develops 


Complete Answer 
to Gas Shortages! 


Baltimore, Md., May 28.—Could 
we interest you, sir, in a grand sub- 
stitute for gasoline? 

National Brewing Company has 
it, and with true unselfishness is 
letting the world in on its secret, 
via large space advertising in Wash- 
ington and Baltimore papers. It’s 
really so simple, you’ll wonder why 
you hadn’t thought of it yourself. 
Witness: 

“1. Select, within easy walking 
distance, a friendly spot where good 
National Bohemian beer is served. 

“2. Phone around to a few friends 


and say: ‘Let’s save a little gas— 
suppose you stroll around to Joe's 
(or Tom’s, Dick’s or Harry’s) place 
and we'll swap stories!’ ” 


Aid to Friendship 


This simple formula, says Na- 
tional, will not only help save gaso- 
line but will also be of immeasur- 
able assistance to the cause of 
friendliness, “because we'll have 
more time to just sit and talk and 
sip our beer.” Of course, it won't 
help much in getting that old day- 
bed over to Aunt Gussie’s, but after 
a couple of hours of sitting and 
talking and sipping, it’s likely that 
the daybed and Aunt Gussie will 
seem as unimportant as they really 
are. Anyhow, until you meet Aunt 


Gussie, your gas worries are solved. 


———e 


‘Transit Ads to J-W-T 


J. Walter Thompson Company, 
which has been serving as agency 
for New York Subways Advertising 
Company, has been appointed ad. 
vertising agency for the new): 
formed National Association 
Transportation Advertising, Inc. N, 
business paper or other advertisins 
campaign is planned, the researc 
facilities of J-W-T being devoted 
for the present to a fundament.! 
analysis of all factors governing 
transit advertising as a medium. 


Dental Plate Ads Illegal 


Illinois Attorney General Georve 
F. Barrett recently ruled that “any 
and all advertising of dental plates 
to the general public is unlawf,! 
and prohibited by the provisions >f 
the Illinois Dental Practice Act.” 
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ADVERTISING AGE 


New Advertising 
Match Offers 
Safety Features 


Columbus, O., May 27.—A new 
match with special safety features 
has been developed by the Ameri- 
can Pullmatch Division of Kilgore 
Mfg. Company, Westerville, O. 
Called the “Pullmatch,” it makes 
use of a unique igniting action in 
which matches are ignited as they 
are pulled from the packet, rather 
than by the conventional scratching 
motion across a roughened strip on 
the packet face. 

Other safety features include the 
“sealed head,” with each match in| 
a separate corrugated groove and a| 


waterproof striker-strip above the 
match heads. Only an intentional 
action can light the match, accord- 
ing to the company, since the match 
can be lit only when pressure is ap- 
plied to the cover and the match is 
jerked down the groove. Postal 
authorities have now approved the 
match for mailing in ordinary en-| 
velopes without the precaution of | 
additional protection. 


More Room for Copy | 


The cover of the match packet is | 
larger than the conventional match | 
book, permitting more copy and 
illustration for the advertiser’s mes- 
sage. Copy featuring the Pullmatch | 
is appearing in advertising business 
papers and direct mail also is being 
used. Byer & Bowman, Columbus, 
is the agency. 


| York, will be reduced from 15 to 


NBC, CBS Curtail B d M 
Television Schedules orrowe oney 
In accordance with new rules of 
the Federal Communications Com- 
mission, designed to “prevent reces- 
sion of television to a purely experi- 
mental or laboratory stage,” Na- 
tional Broadcasting Company and 


s «8 
and Advertising 
. 
Columbia Broadcasting System will Key Shrimp Saga 
curtail their television schedules for 


the duration of the war. | ° 
NBC’s television broadcasts, via! Promotion Pulls 


Station WNBT, New York, have) . 
already been cut from 15 to six) Dying Industry 
Up by Bootstraps 


A further reduction | 
to four hours a week will be made} 
effective June 29. CBS programs | 
televised over Station WCBW, New 


hours weekly. 


Washington, D. C., May 26.—An 
amazing comeback from the dol- 
|four hours weekly commencing with|drums to prosperity has been 
| the week of June 1. The CBS pro-|achieved by the canned shrimp in- 
grams will be broadcast Thursdays | dustry within the past two years as 
/and Fridays from 8 to 10 p. m., EWT.| the result of a cooperative advertis- 


ME 


Deeply rooted in native soil, sturdy and vigorous, 
is the perennial love of home which directs the 


- ¢ 


3 


a ie: 


thoughts and actions of suburban America. 


For these families, the desire to make home more | 
pleasant, more livable, is as fundamental as human Rae ek 


in America’s biggest suburban home market...a mar- 
ket that is planning tomorrow's purchases today. 


HOME...A NEVER-ENDING INTEREST! 7 


—Helping more than 2,470,000 Suburban Homie Families Plan for 
Today—and Tomorrow. America’s Biggest Suburban Home Market 
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ing program launched with bor- 
|rowed money. 

The rags-to-riches story, as out- 
jlined in Southern Fisherman by 
|R. R. Rice, president of the National 
'Shrimp Canners Association, dem- 
onstrates how one industry pulled 
jitself up by its bootstraps despite 
war conditions and a lack of financ- 


ing. 
“Less than two years ago the 
shrimp - canning industry was at 


about the lowest level those in the 
business like to recall,” the report 
declares. “Today the shrimp can- 
ners are sitting pretty; they have 
lifted their industry from the depths 
of over-stocked warehouses and no 
demand, to a condition of prosper- 
ity, to a sellers’ market where the 
demand exceeds the supply.” 

Back in 1940, complete failure of 
the industry seemed a certainty. Mr. 
Rice explains: “We had no market; 
people didn’t want shrimp at any 
price. We had a substantial carry- 
over from the 1939 pack, the war 
EIS ; had ruined our export business, and 


LABEL CHANGE 
~ SPECIAL! "x" 


. To Acquaint You With nce 
AUNT JEMIMA 


“ENRICHED” 


j 
| 


| 
| 


| 
| 
| 


Two new words, "enriched" and ‘'fam- 
ily” have been included in the new label 
for Aunt Jemima flour, long-established 
product offered to Rochester consumers 
through this newspaper ad placed by 


Hart's Grocery Stores. The product is 
sold under an exclusive franchise with 
the manufacturer, Quaker Oats Co. 


Publicity tie-ups were arranged. 
The Lenten campaign was perfected 
and repeated in 1942, with equally 
gratifying results, and demand is 
still rising. 

The current issue of “Domestic 
Commerce,” organ of the U. S. De- 
partment of Commerce, tells the 
shrimp story and draws a moral by 
linking it with the fruit and vege- 
table industry. A survey has shown 
that consumption of fruits and vege- 
tables has not kept pace with rising 
incomes, despite government pro- 
motion of improved nutritional 
standards. The reason, it is said, 
is that demand has not been stimu- 
lated through industry efforts. 


‘Penny Press’ Postponed 

Howard A. Tucker, former Okla- 
homa City publisher, has announced 
that publication of his Penny Press, 
which was to have begun May 13, 
will be postponed until some time in 
June because of inability to obtain 
printing equipment. 


Gets Tape Account 


| Chemical Treating & Equipment 
| Company, New York, has named 
| Reiss Advertising, New York, to di- 
its Press On 
Women’s publica- 
{tions and business papers will be 


| 


rect promotion for 
mending tape. 


| . 

‘Milk Account to Agency 

| Special Milk Products, Inc., Los 
Angeles, national marketer of ther- 
apeutic milks, has appointed Erwin, 
Wasey & Co. to direct its advertising. 
The present campaign is confined 
to medical and allied publications 
and direct mail. 


nature itself. And, though responsibilities may aes i ; yet : our prospects were decidedly bad.” 
. A okie: © Faith, Hope and an Idea 
change and home needs be modified, there can eS 
. . z The association recognized that 
never be a halt in their enduring urge to plan for Z only a successful promotion drive 
b ‘ wih Sak could save the industry, but not a 
etter times ahead. it dime was available for the purpose. 
a Canners got together, however, ne- 
Today, perhaps more than ever before, Better < geen? gotiated loans with faith as the only 
: 4a : , security, and an advertising pro- 
Homes & Gardens is needed by its readers. For it as wie Gebichel which em 
is a magazine fi hese ti — > braced 92 per cent of the canners. 
& tted her ——— _— geared © help | In the fall of 1940, the canned 
home-lovers deal with new conditions, solve new shrimp story first appeared in na- 
: s = tional publications. Chains, brokers 
problems. Every line, every page, is concerned “ and jobbers tied in with the na- 
h liv wi h h ° d fai ° d ° 4 tional effort locally. Recipes were 
wholly with home interests and affairs, is dedicated etiee gah Qbtere, dtatsiated to 
° : . home economics teachers, retailers 
toa policy of helpfulness in homemaking. . were encouraged to give shrimp a} 
. P point-of-sale push, and cooperative 
More than 2,470,000 home-dwelling suburban is Sie aamineeh Gk edéne- 
families make up the stable Better Homes & Gar- ry Sr erens SOs Re Sees Crenene, 
: 2 fe | Olives, vegetables and other foods. 
dens market. That is why so many more astute ee!) §=8A Lenten campaign followed in 
‘ e . mee the spring of 1941. Retailers were 
advertisers are using Better Homes & Gardens to ’ Be | approached through business papers 
reach them in addition to consumer advertising. 
Better Homes & Gardens is the one magazine that Ki oats 
will keep your name—your product—firmly rooted | 2 
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PRODUCT INFORMATION IS 
MORE VITAL NOW THAN EVER 
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$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 


= 000 active plant operating men 
in the larger plants in all indus- xs 
tries .. . when and where they RS 
now look for their current oper- r= 
ating requirements. Details? pti 
Write for “The IEN PLAN.” sas 
wes] INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


-* 
sf 
2t? 


aii 


Tipige 


$i <a - a a ae ; - _ as Sr ae ae f a s AS es i ay : 
ne aris F dhe Dot ¥ ‘ ‘ 3 ‘ ; 4 * : hee 
is hea 
HS ike” 
a 15 ae 
nn nn nn nn nnn nnn nn nn nn nn nnn nn nnn nnn errr er SSS - a ne a ae r " 
— —— —— ae 4 
| eee O87. 
cea 
| is: ¢ att, 
| geal 
ee: ‘ 
R ia i ae 
FAMILY FLOUR ! oa 
_ LY FLOUR | - 
GREATEST GROCERS 
“ . y . aa 
| Fw et ae 
4.7 ESS BRAS ey, 
| oe Cony Tented Flee pe fod NE tee 
| ‘ =s3s3e4> rows cr) nage oe age 7 hh al da 
— \ Sse eee fmm’ FOHCwED FEY Knee 
1) ——— ee re: 
= ate 9 uu 97: a 7 Ee 
SSSs saca . ae 
| ot ==ESSE a . —— i 
yet |i “quer cat Gener te tas © Om are. 
oe he dt 2, ‘ 
JErmuna i] Sea eter aaee = ers é 
“nour © ——_ a ‘ 
a re 
4 - & FREE ~sSage Sew: eg 
a ’ more 100 cat Me. 
EE —— ee ————__——__ EEE | Se maenl *: e755 or eS 
5 ‘ TW 2A Sent Qe 
‘ yt === ‘3 
: . Shen ss 
ae ee ee ee : wes ge Se ue ar : =e 3 
i ee ee te. ee ee ee ed 
a . ie 3 é , ince o's eee OP tae ee es E ae eee F, tint pi fe 
: a ee bee By = BN a idee en ts, ote ai a Ce chars noe SG d zs id : a og il Set 
. ae ea a ae ae ts A ee ah xe es et pee Gel. | re ie al ae,’ : ae 
r o . 7 — eee ae ns ; a ee ea ol = ed sess 2, dice ° to ae 
a es, en bi ry a "Re. mS ae ie q of ae ; 
7 P aad ; . ra se jee: a Pe ea 3 OS eee 
oe 7 F : A r Aa): eee a ee cae 
a : myer ihe a. s oe s Oy nai 
a ie hao uae ena Eh eo unten 
me Pes, Pkt at en te : ai 
Uauey a ee eS Pris. al 
i fe see a eee: at wee Jee. 
4% ; Ba 4 ee a ee a ee ’ a 
: i ee ee ie ey ee i: 2 7 
ee sages ee or ys pie ae , ao 
: ; 5 , ‘ ; f\ rr bea is ae et See ae et) : —_—_——————_—___—_—_.??...  —— F . 
’ } i a j ie ue mS : xk oe ae a sat ds ”, a ve . . 
4 . 4 P bs id Wi ee Her! Si 5 be ais Pate « 6B cl nail 
; ; “< ‘ « pies a 
ee 5 Bee 
ir he Te ean 
Me : eis ie 
Be 
th as eee 
7 2 es st aia = bi ba 
a sae ; 
eee ie ; . 
ae. Bi ed, ¥: ei 
ii a Paha 
i me po hg 
ae ere - 
i Ee a a 
ne ae a 
, a Re it : 
- & 
, — ey. rl 
~< om x iene: 
. a 
_ ~ ‘he 
= —- 
—- Bey 
~ 7 eon ; a 
a (_—- as 
— : Pa 
~— 4 agi: oe = 
" So i egg 
a — 
a 
} ' ae a 
ne is oa: - 
] i sed. eaee oa im 
| aa 
eae ke Ro liee 
: eae a 
} | es : tx 
TH ita 
aes 
: = i face 
iit \ Pelt, +) ee 
oe & | | . 
‘ jj : 7 eres 
‘s : pg tn = eh ; “= 
\ Paton: 2 — a : i sae 
, ¥ —c ee ee - ee. 3 
“4 a er 
rrp’ ie 1 ou a 
: =— ee — 
a 
‘ f ’ 7 —— — 
- f 7 
“ “aunt $2 r el 
, 2 ; =: \= Ls 1 
ii ». ; 
a | 
4 ; K =e a | | 
—_— P aia i 
a2 2 a 
a 7 agate 
a ; y fo a he 
‘ ae eee. *) 
3 a > i 
. a f; y 
F i a x & l i 
Ne a 4 5 é 
= ea > : _ “ ‘a 
f § <a 
4 ; oe 
F e a: ae ac 
ae a Ss 
- aoa 
— — 
a * y vo + ‘Th = t > —_, Pi r “% 7 i ie } x hf y . es ia ‘ « . J 
y 4 oe Main + ee ca ra eid i: a ¢ = 1 es 
i 
} a i 
- im F 
’ ., e - ane Jeno iar 
4 & z h . ‘ : — — 
4 . : ; 3 ro ; — : ¥ 
f ” din 4 : rot) NBP CCA cae ee 
ae, : ; ” . a oon = , 
: , 4 a —_a—- : : iy 
j be 7 , - me « -- 
ow : 4 te ee ae Coe ; ne ee iued | TR Te a nt OUTED 2 
; . f the 4 Je meee) swernsces aera San osha —_ reer can. ear mem ” 
‘ a 
: ie 
e i. 
‘ > Soa es - i 
" at Fa ‘ me, : : : o one .. ‘i ie S z f ’ : a | < PS a ost 7. ! woe - % : re ye oe eke oe v at ” 4 1 ok Met 
es Pig ae ey a Sal ‘ Sis pie ~ a seioiee ig oe FR i ayer 3 » " : Fs Py ~ Er < inf v pried e < et at 3 TESA. - A 
Co Sy ey m= ty a sie, Bread. Be on aa 2 thie ee! ae T So oe ts ‘ , oy Sy Ke 5 Se. 4 pa ie 3 Coa wee F fe: a, fae, ee Fee * 4 sy 


C1 
“ail 


aa 
« F it g 


16 


Sie a Re i @ 
We 3s Sis 


ADVERTISING AGE 


June 1, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


BRANCHES OUT 


Aiding Salvage Problems 
of Other Industries 


To the Editor: At first glance the 
enclosed newspaper ad looks like 
part of the “scrap metal” drive— 
but it is a round-about way of tell- 
ing the public that there is no longer 
an emergency waste paper shortage. 
Thanks to the public’s spirited co- 
operation, there is now enough 
waste paper so that paper board 
mills can supply containers for all 
war production needs as well as 
civilian requirements. 

The Waste Paper Consuming In- 
dustries are now using part of their 
advertising budget to urge the pub- 
lic to save more urgently needed 
war materials such as scrap metals, 
rubber and rags. 

Executives of leading paper mills 
report that they received many 
bouquets as a result of this ad, 
which appeared in leading news- 
papers throughout the country. 
They were complimented not only 
on the success of the waste paper 


conservation campaign, but also be- | 
cause they have looked beyond the | 


requirements of their own industry 
and spent part of their budget to 
focus public attention and interest 


on the salvage problems of other in- | 


dustries. 
IRWIN A. OLIAN, 
Olian Advertising Company, 
St. Louis. 


‘First Nighter’ to Return 


To the Editor: Your news 
on Page 1 of the May 18 issue about 
“First Nighter” leaving the air 
seems to have been misinterpreted 
by quite a number of people. 

Just what caused the misinterpre- 
tation, I don’t know. Your release 
is correct in every respect, so far as 
I can see. The fact is, however, 
that many people thought that your 


news item stated that “First 
Nighter’”’ was leaving the air per- 
manently. 


“First Nighter” is simply leaving 
the air for the summer. This is the 
third summer in 12 years that we 
have “‘vacationed” in June, July and 
August. In view of certain priority 
situations it seemed wise to rest this 
year, during the off-season. 

I have been authorized by the 
Campana Sales Company to tell you 
that “First Nighter” will be back on 
the air in the fall, according to their 
present plans. It is not inconceiv- 
able that it may be on the air again 
before fall. 

L. T. WALLACE, 

Aubrey, Moore & Wallace, Inc., 

Chicago. 

1 v v v 
Koppers’ Trees 

To the Editor: I have noticed in 
the May 18 issue of ADVERTISING 
AGE, page 16, the reproduction of 
the advertisement showing trees; 
also, the reproduction of two sim- 
ilar ads which appeared in your 
May 11 issue, page 16. 

Just to bring your attention to 
one more along this line, I am en- 
closing a reprint of our advertise- 
ment which appeared in the April 
13 issue of Time. 

R. H. McC inrICc, 

Assistant to the President, Kop- 

pers Company, Pittsburgh. 

a a a 


First Aid Charts 
Win Public Acclaim 


To the Editor: Here’s proof of the 
old axiom that if you hit the right 
keynote you can still win the public 
regardless of times or conditions. 
It’s the story of what happens when 
you tie in with a really “newsy” 
idea. 

We install monthly windows in 
some 1,200 drug stores throughout 
the metropolitan New York and 
New England areas. To merchan- 
dise these displays we furnish the 
druggist with interior display, store 
pennants and 1,000 large four-page 
circulars featuring items in the 
window and other specials. For 
May we hit upon the idea of giv- 
ing a full page of emergency first 
aid hints in the circular to tie in 
with the current fervor on the part 


flash 


SALVAGE COPY 


. 


in 


IS THERE A 


BOMB 


IN YOUR BASEMENT? 


Is There A Machine Gun in Your Garage?...A Vital 
Airplane Part in Your Attic?...A Tank in the Rust 
Piles on Your Farm? It is Everyone's Job on the Home 
Front to Lick the Shortages of Scrap Metal, Rubber and 
Rags as You are Licking the Shortage of Waste Paper. 


America’s War Pro- 
duction Needs Your 


CONSERVATION COMMITTEE * WASTE PAPER CONSUMING INDUSTRIES OF AMERICA 


The Waste Paper Consuming Industries, now supplied with enough waste paper, | 


generously used part of their advertising budget to aid 


current salvage 


campaigns which are still short of their goal. 


} 
of the public for first aid instruc- 
tion. Then, the first aid chart was | 
featured in a window poster and| 
counter display. Through these dis-| 
plays the public was invited to come | 
into the store for the circular, and | 
told to place the first aid instruction | 
page on the inside panel of the) 
medicine chests in the home. 

Normally, the stores using 


some 500,000 more of the circulars | 
and there is not a doubt in my mind | 
of what will happen when the re-| 
mainder of our windows go in and| 
we advise our store members about | 
this air raid warden idea. 

It all adds up to the fact that the | 
stores, whose names are imprinted | 


|at the bottom of the first aid chart, | 
our|and those advertisers who are fea- 


service distribute 1,500,000 of these| tured in window and circular will 
circulars each month. Well, here is | receive a bonus in advertising and 


what the first aid 
Those stores where windows have| 
already been installed—and to date, 
not quite half the 1,200 stores have 
had their May window installations 
—didn’t have a circular left after | 
the first three or four days. 

To top off the unusually large de- 
mand on the part of the public| 
itself, a host of stores clamoring for | 


chart started.| publicity to the public the like of 


which I haven’t seen since Life mis- 
calculated its appeal when it first 
hit the newsstands —for all told 
these 1,200 drug stores will dis- 
tribute well over two million circu- 


lars, probably closer to two and half 


million, before the ball stops rolling. 
N. T. SEDLEY, 
President, Fair Trade Merchan- 


quick repeat orders on the circular| dising Associates, Inc., New 
unearthed the fact to us that air); York. 

raid warden posts in their localities | 7 > *¥ 

had hit on the bright thought that; Double Power 

every home should have one of} ee ae 

these first aid charts on hand. So | To the Editor: Here is one of} 


these eager defense workers flooded | 
their neighborhood stores request- 
ing the circulars for their posts. 


Up to now I have already ordered | - 
|™ J 


THE TREE THEME 


en ®. <fD Koppers 


Following up other advertisers and agen- 
cies who called attention to a “wave” of 
forest illustrations, Koppers Co. submits 
this recent example with a slightly differ- 
ent twist. This time there's no confusion 
over seeing the forest for the trees; the 
Koppers message tells how creosote taken 
from coal helps preserve millions of trees. 


| those old copy coincidences that oc- 
|}cur at a time like this, exemplified 
| by the two exhibits enclosed: 


1. An advertisement prepared | 
this agency, appearing originally 


|in the April 2 issue of the Oil and 


Gas Journal, and subsequently 
scheduled for insertion in 15 other 
business papers, headlined, “Power 
to Win!” 

2. Full-page advertisement in 
the May 23 issue of Collier's over 
the signature of Allison Division of 
General Motors, featuring Allison 
airplane engines, and _ headlined: 
“Power to Win!” 

There is, of course, no question 
of plagiarism here insofar as the 
Allison agency might be concerned, 
but the similarity of the two ads is 
indicative of how advertising minds 
sometimes run in the same channel. 

B. J. PAULSON, 

President, Paulson-Gerlach & 

Associates, Inc., Milwaukee. 

v 7 F 


Protecting the Bags 


To the Editor: Since the Second 
World War started in 1939, there 
has been a tremendous demand for 
sand bags for use in military opera- 
tions and for the protection of civil- 
ian lives and property. Bags are! 
also needed in large quantities for 
shipping foods such as flour, salt, 
sugar, rice, beans, potatoes, 
and many others. When the United 
States entered the war, the need for 


more bags became at once apparent. 


coffee | 


| 


This has resulted in a shortage of 
materials to make bags. 
With the war spreading to the In- 


|dian Ocean and sinking of cargo} 


ships therein, the burlap supply has 
dwindled. It is possible that ship- | 
ments of burlap, which come almost | 
entirely from India, may be cut off | 
completely for a time. 

To offset the loss of burlap, the 
production of cotton goods for bag 
making purposes has been increased. 


| Paper bags have also taken up some 


of the slack caused by the burlap | 
shortage. 

The Office of Agricultural De-| 
fense Relations in Washington, DC., | 
foresaw the possibility of bag short- | 
ages several months ago and made) 
definite suggestions for conserving | 
the bag supply. In cooperation with 
the government, Bemis Bro. Bag 
Company is supplying bag users} 
with slips giving instructions for | 
taking care of bags so as to make} 
them last as long as possible. Bag | 
users are distributing these slips to 
their customers by attaching them 


to letters, invoices, statements, et 
Thus, the importance of 
care of bags is brought direct}, 
home to bag users. Every bag use) 
is being urged to do his part by co- 
operating and thus help solve one 
of the pressing supply problems. 
A. B. MERRIAM, 
Bemis Bro. Bag Company, St. 
Louis Mo. 
v v 
Decries Advertising 
Hung on War's Coattails 

To the Editor: I have just read 
the editorial, “The Public Wants 
Advertising,” in your May 18 .s- 
sue, and agree that it should be con- 
tinued provided it offers worthwh le 
service and does not drag war in by 
the heels. 

There has been and is altogether 
too much advertising being done 
that is not only carrying war in by 
the heels, but by the neck and 4]] 
that goes with it. It’s an outright 
crime the way the advertisers are 
smearing the crime of war all over 
their advertising copy. 

I am rather reluctant to say this, 


WMA® is the station most 
Chicagoans listen to most. 


WMA® is the station which 
carries 7 of the 8 most popular programs on 


the air. 


WMA® is the station most 


people in 33 important 


most. 


trading centers listen to 


WMA® is the Chicago station 
listened to most in 9 metropolitan centers. 


W MAQ is the station that most 
people in 123 counties of Ilinois, Indiana, Mich- 


igan, lowa and Wisconsin listen to most. 


And as a consequence, it is the 


best vehicle for your sales message in the Nation’s 


second market. 


taking 
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but I believe it criminal to use the | 
noise that war creates to boost the | 
sale of any kind of material or serv- | 
ice of any kind, for many of our | 
boys are giving their lives, and par- 
ents are suffering the pangs and 
agony of being separated from their 
children. Therefore, I believe war | 
is no instrument to be used to pro- | 


mote advertising campaigns. War, 
to my way of thinking, is a sacred | 
moral responsibility to protect and | 
serve all our honor and human| 
rights and not a game of sport or to | 
be used for promoting anything. 

| hope some day there will be a 
system set up that will do away 
with war and all that goes with it 
and I would much prefer to see 
advertisements that will help to 
promote a World Court and an in- 
ternational prison with an interna- 
tional army and navy to give the 
human race in every nation protec- 
tion so that people can live without 
the danger of being destroyed and 
having all that this good earth gives 
us destroyed with them. 

J. HENRY DEBOER, 


President, De Boer Mfg. Com- 
pany, Syracuse, N. Y. 


- 2 = 


Theaterman’s Wartime 
Guide Is Issued 

To the Editor: We are sending 
you herewith a copy of the Theater- 
man’s Wartime Guide, together with 
a series of posters which we have 


prepared for our client, Strong 
Electric Corporation, Toledo, 
manufacturer of projection § arc 
lamps, rectifiers and reflectors, and 


which are being sent to all the mo-| 


tion picture theaters in the United 
States. 

This 64-page book 
with information on wartime re- 
strictions, the care of equipment, 
the use of substitute materials and 
instructions on how to cope with| 
equipment failures. A_ section is 
devoted entirely to civilian defense 
as it applies to theaters, and another 
on practical first aid as it should be 
practiced by members of theater | 
staffs. 

This guide has been issued by the | 
wartime emergency service depart- | 
ment of Strong Electric Corpora- 
tion a patriotic service and 
is being distributed free of charge. | 
It is a book for which prior to Dec. 
7,1941, there was no need but which 
today should be available to every-| 
one employed in every theater. The 
vitally important information con- 
tained therein was gathered from | 
many sources and fills a definite 
need where theater men have recog- | 
nized the necessity of preparing for 
the emergency but were lacking in 
information as to how to proceed. 

H. F. WENpT, 


Wendt Advertising Agency, To- | 
ledo, O. 


_ | 
NEW HAVEN 


is crammed 


as 


David Bushnell, who first built 
the submarine in New Haven to at- 
tack the British in New York Har- 
bor in 1776, was the first inventor 
to build floating mines against the 
British in New London, Conn., har- 
bor and later in the Delaware, off 
Philadelphia, Bushnell’s mine in- 


vention was called the “Squadron 
of Kegs.” 


Che New Haven Renister 
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Sheldon to New Post 


George C. Sheldon, formerly vice- 
president of General Tire & Rubber 
Company, has been appointed gen- 
eral sales manager of Union Bay 
State Company, Cambridge, com- 
pounder of industrial cements and 
coatings. 


Osk Joins Proctor 


Virginia Osk, formerly copywriter 
with Lester Harrison Associates, 
New York, has joined J. G. Proctor 
Company, New York, in a similar 
capacity. 


Francisco to Lewis 

Mercer Francisco, formerly with 
Hague and Francisco, Chicago, has 
joined Frank Lewis, Inc., where he 
is producing Francisco slide films. 


Extend Deadline 
on Cost-of-Living 
Data for Retailers 


Washington, D. C., May 26.—As 
|virtually universal price control 
|took effect at the retail level last 
week, the Office of Price Adminis- 
tration granted retailers a_ one- 
month extension of time—to July 1 
—in which to file price lists of cost- 
of-living goods with local rationing 
boards. 

The amendment did not change 
the posting requirements by which 
retailers are required to display 
prominently the ceiling prices of 
‘certain articles. As originally is- 


| ned, posting of all cost-of-living 
prices was required 
but June 1 was the deadline for 
furnishing the same information to 
local boards. 

OPA, incidentally, has officially 
changed the name of local rationing 
boards to War Price and Rationing 
| Boards, in view of their new re- 
sponsibility of policing ceiling 
prices at the retail level. 


WFIL Promotes Steck 


Jack Steck, WFIL, Philadelphia, 
has been named manager of the 
publicity department in charge of 
press relations and special events 
|broadcasting. He succeeds James 
Allan, who has resigned to go into 
ithe Army. 


at the outset) 


| the September issue. 


Anderson to Blue Net 

Ernest Anderson and Betty Buffe 
have been appointed to the sales 
promotion department of the Blue 
Network, New York. Mr. Anderson, 
formerly sales promotion manager 
of the CBS Latin American net- 
work, will handle sales presenta- 
tions, and Miss Buffe, formerly 
copywriter with Maxon, Inc., will 
work on program promotion. 


| Flannery to ‘Redbook’ 


Vaughn Flannery, formerly vice- 
president and art director of Young 
& Rubicam, New York, will be art 
director of Redbook effective with 
Mr. Flannery 
also is in charge of the Graphics Di- 
vision of the Office of Facts and Fig- 
ures. His office remains in New 


| York, 


THE YANKEE NETWORK’S 


7,321,786 people 


promotion... 


sistent, long-term 


ica's most populous, prosperous 
and responsive markets. 

In numbers and buying power, 
this six-state market contains ev- 
ery element for any type of radio 


nouncements to live talent shows 
. . . from test campaigns to con- 


in one of Amer- 


exist. 


from spot an- 


schedules. 


New England Audience 


--in the Palm 
of Your Hand 


HE YANKEE NETWORK'S 20 
hometown stations, in all key 
buying centers, deliver to adver- 
tisers a potential audience of 


From the standpoint of cover- 
age, check a map of New England. 
It will be convincingly obvious that 
no other combination of stations 
can give such complete impact 
where so many selling possibilities 


The Yankee Network, by years 
of service to and by these com- 
munities, has built the type of 
friendship and goodwill that makes 
a substantial foundation of ac- 
ceptance on which to build radio 
sales in New England. 


THE YANKEE NETWORK, unc. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, 


BOSTON, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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ou sell more in Chicago\ 
the people s own\c 


* 


PERCENTAGES OF 
TOTAL WANT ADVERTISING 
LINAGE PLACED IN 
CHICAGO NEWSPAPERS 
First 4 months of 1942 


* 


CHICAGO TRIBUNE PAPER B PAPER C PAPER D 


> 

April average net paid 

total circulation: bic ao 
Daily, Over 1,000,000 

Sunday, Over 1,100,000 THEAWORLD®S§S! 
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|when you use 
Nadvertising medium 


Here is testimony which represents the collective 


experience of thousands of individuals and firms spend- 
By placing more classified advertising in the ing their advertising funds for direct, immediate re- 


Tribune than in all other Chicago sults. What it tells about the relative pulling power 


of Chicago newspapers may be examined with profit 
newspapers combined, want advertisers 


by every merchant and manufacturer secking to make 


chart the course for the most of his promotion funds in the Chicago market. 


merchants and manufacturers determined When you can have more, why take less? With hun- 
to get the most for their promotion dreds of thousands more circulation, daily and Sunday, 
funds in the Chicago market. than other Chicago newspapers, the Tribune is the one 
Chicago newspaper which delivers the full-market, all- 


income coverage you need in order to achieve your 


aims here with greatest economy and effectiveness. 
Ask a representative to help you build a program 


B’ Sy emees MEN Sh Pe, WHE eRe around the Tribune which can best help you get the 


tisers are making plain how to get the most for . 

5 P 6 results you want in this market. Rates per 100,000 
your advertising funds in the Chicago market. ' 
° circulation are among the lowest in America. 
During the first four months of this year, want ad 


users ‘placed in the Tribune 52.2% of the total want * * * 


advertising linage appearing in Chicago newspapers. ore THAN TWICE AS MUCH HELP WANTED ADVERTIS- 
This was more than three times as much as they ING AS ALL OTHER CHICAGO NEWSPAPERS COMBINED! 
placed in any other Chicago newspaper—and more than 


they placed in all other Chicago newspapers combined. 


‘ : hf ? First 4 months of 1942 
They increased the Tribune’s lead in classified over 


the next Chicago newspaper from 131.1% in the first 


four months of last year to a lead of 210.7% in the 


similar period this year. 


CHICAGO TRIBUNE PAPER D PAPER B PAPER C 


On Sundays alone, the Tribune printed more want 
Charted above are the percentages of Help Wanted advertising linage 
advertising linage than was printed in a full week’s placed during the first four months of this year in Chicago newspapers. With 
71.63% of the total, the Tribune printed more than six times as much as any 
other Chicago newspaper— and more than twice as much as all other Chicago 
lished six days a week or seven. And the Tribune's newspapers combined. Employers and employment agencies increased the or 


Tribune's lead over the next Chicago newspaper from 351@ in the first four 
weekday total was more than double its Sunday linage. months of last year to a lead of 520% during the like period this year. 


NOribune 


§ 


DSBSREATEST NEWSPAPER 


issues of any other Chicago newspaper, whether pub- 
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its machines can produce.” 

Postwar industrial rebirth, Mr. 
Arnold believes, will stem from the 
| destruction of monopolies, caused in 
| some measure at least by the in- 


Arnold Sees War 
® s 
Causing Rebirth 
. pry of some monopolies to — 
of Capitalism ay ae aa. 


sequent necessity for introducing 
new productive factors. In addition, 
there will be tremendous competi- 
| tion between types of materials and 
|products, as for example, between 
aluminum and magnesium. 

The whole answer to effective re- 
birth of the capitalistic system, 
and consequently to an expanding 
rather than a declining economy 
after the war, Mr. Arnold says, lies 
we believe in it enough to prevent|in the full use of our productive 
private groups from again seizing|capacity and in the elimination of 
the power to shut down the new jall checks on production and on 
production that the war is creating. | falling prices. Capacity production, 
The full production of the war will) plus the cheapest possible costs and 
destroy monopoly control and set up| prices, he says, will spell prosperity. 
undreamed-of opportunities for in- While small business will un- 
dependent initiative. It will sweep|doubtedly suffer seriously during 
aside the restrictions which have | the war, he says, “from the long- 
been stifling our energy and initia-|run point of view we need not fear 
tive for the past 20 years, ending/for the future of small business in 
with an unused industrial plant, an|an era of full production. . . Smal! 
unbalanced exchange between agri-| business need not fear size in indus- 
cultural products and the products|try which is producing to its full 
of industry, and an irreducible min-| capacity. Big business 
imum of 9,000,000 unemployed.|at full capacity creates small busi- 
After the war, that unrestricted| ness. . 


‘Trust Buster’ Visions 
New Prosperity in 
‘Post’ Article 


Philadelphia, May 27. — “The 
competitive system will not die 
because of the war. It will be re- 
born, provided that during the war 


producing | New 


‘able to distribute all the goods that | real capital is not money. His real | and Donald Montgomery, AAA Con- 
|sumers’ 


|capital in a free market is energy 
and opportunity. That capital is 
going to be increased by the war, 
/not diminished.” 


Will Increase Efficiency 


| “The war is going to free the pro- 
‘duction of the necessities from the 
paralysis of a policy of stabiliza- 
'tion, high cost and low turnover,” 
he continues. “We must not permit 
any groups again to seize economic 
power over this new production to 
| stabilize it at high prices, or to keep 
‘it off the market, either through 
patent pools by industrial leaders or 
the boycott of efficient methods by 
labor unions. . . Out of the neces- 
sity of making our system of free 
|enterprise so efficient that it can win 
| this war of production, we shall also 


be making it so efficient that it can | 


produce prosperity for all in the 


peace that is to come.” 


MONTGOMERY URGES 
PUBLIC SERVICE COPY 
New York, May 26.—Three fed- 
eral “foes of advertising’ sought to 
|reassure the business world of their 
‘lack of intention to curtail or ex- 
| punge advertising through the me- 
| dium of statements published in the 
York Times Sunday. Leon 

OPA head; 


| 
| Henderson, 


ithat his attitude toward advertising 


Assistant | 
. The small business man’s! Attorney General Thurman Arnold; 


Council 


head, comprised | Staley Starts 
ge oy reiterated the | Jingle Contest for 
statements he made at the joint) Its Syrup, Starch 


meeting of the Four A’s and the} ‘es 
ANA last November, and asserted| Chicago, May 27.—Using 
bonds as prizes, A. E. Staley M 


has in no wise changed since then; | pines og | has launched = jing\ 
and Mr. Arnold declared again that | a ah ey + waffle syrup and 
he is not interested in advertising | sare rier ‘by har Rng be 

|per se, but only in the use of adver- | COMPaniee Dy a Dox top from the 


= ; . . | packages of one of the products 
ae = & |}and the contest runs until June 20. 


. First announcement of the con- 

Mr. Montgomery, whose vieWS| test appeared in the May 24 is<ue 
have not been so frequently stated|o¢ This Week Magazine, and < 
as those of the other two, asserted | appears in the June issue of Lad 
that shortages of goods may lead to |Home Journal. A daytime radio 
curtailment of product advertising,| program promoting the contes: js 
but continued: |heard over nine Midwest stations 
“But there will still be a great| First prize in the contest a 
need, in my opinion, for a whole lot | $1,000 bond, with smaller pr zes 
iof national advertising. It is time | scaling down to $25 bonds, with a 
|advertising people started advertis-| total jackpot of $7,500 worth of 
ling the United States and particu-| bonds. Under the prize annouce- 
larly the big job it has to do at the | ment, bold face type says: “Purpose 
|of contest: To induce more women 


|moment. .. In my opinion if the pri- 
vate advertiser has vision—as some| to try Staley’s waffle syrup and 


have shown they have—he will ful-|Staley’s new, improved laundry 
‘fill this new function while the war| starch cubes.”  Blackett-Sample- 


is on. In other words, although the |Hummert is the agency. 
‘opportunity for specific commodity | Farnham Retires 

advertising is undoubtedly going to | Charles F. Farnham, adverti-ing 
be curtailed, the need for advertis- |manager of American Stove Pomn 
ing as a whole will not be curtailed | pany, Cleveland, has retired No 
if advertisers have enough vision.” | successor has been named. 


production of new wealth will cre- 
ate opportunities for new enterprise, 
large and small, undreamed of in 
the years of our depression.” 

That is the postwar blueprint pre- 
sented in the May 30 issue of The 
Saturday Evening Post by Thurman 
Arnold, Assistant Attorney General, 
and trust buster extraordinary. 


Too Much Pessimism 


There is too much_ pessimism | 
about the postwar period and too 
great an inclination to assume that 
increased plant capacity set up for 
the war effort must inevitably be | 
shut down when the war ends, Mr. | 
Arnold asserts. 

“During the war this way of | 
thinking is responsible for our fear 
of expanding production,” he de-| 
clared. “We have been afraid that 
the war is going to destroy competi- 
tive enterprise, leaving the big cor- | 
porations as the only survivors. Be- | 
cause we were unable to utilize our 
full productive capacity before the 
war—because we made more than! 
we could sell before—we fear that | 
the vast increase of productive ca- 
pacity which the war is bringing 
about will produce another and big- | 
ger depression if we go full speed | 
ahead. | 

| 


Must Produce at Capacity 
effort | 


“The intense’ industrial 
necessary to win this war is going | 
to shake us out of that sort of none | 
sense. Defending our capitalistic | / 
institutions is going to revive our | 
faith in them. 
rid of the phobia about a depression | 
that is supposed to follow full pro- | 
duction. To win the war we need} 
a ringing reaffirmation of our belief | 
that a free capitalistic economy 


New Jersey Motorists 
are saving tires by 
riding Public Service 
buses to work, to shop, 
to play. 


This tremendous plus circulation 
350,000 Daily increase over 1941 
— is delivered to Bus Advertisers 
at no extra cost. 


Sell this rich, concentrated mar- 
ket of 41,000,000 monthly bus 
riders with colorful bus cards. 


State-wide Coverage by 3,000 
Public Service Buses. 


PUBLIC SERVICE 


Bus Advertising 
NEWARK,N.J. | MArket 2-7000 


A-8912-8 


| 
4 GO00 Times 


ys ce 


We need only to get | ee 


Dr. PEPPER Display . .. convincing 
illusion of broken glass, printed on 
cellulose overlay. Background direct 
color photography... Designed and 
produced by Einson-Freeman. 


SMlOY UFE Wy 


Ong ? 


McCORMICK TEA...a floor stand 
planned for supermarkets. Three 
dimensional. Holds three dozen tins. 
Designed by James Harley Nash, 
produced by Einson- Freeman. 


Einson-FREEMAN CO., isc 


Highly Awarded Lithographers 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N.Y: 


J 


ES . ary ag i i ees “i 
q | | J 
.. a — — = — - 
“a 
: ee <c ; 
ci i a | s 
ki i ane Li 
me - 
y Por i of 
ae pa! 
: 4 aay ing 
a ri, bee 
a rer col 
-_ We 
ia anc 
st “ bet 
. 2 ' 
oe . Ch 
i. he po 
‘ * eT the 
~~ a Cit 
ver 
“a it Tin 
i saan Co! 
“he Ari 
ee iiss I 
oo ma 
, e .. St. 
Fe ie = oy 
Lee Wa 
4 te ou 
ee. a 
pevree ; oot Gy ete - 2 i Shiew Bet 
eT See if ante rs Ez 
Pale age ; Lo ee os <r were ie ei 
ee oN j 4 4 : 7 é Se 
oe y "K VO. jf - eo 
- Fs at p/Ch a a? 
+ , ; , ~~ ae. 
3 en eee eee << s Semen 
ae _— |= 4 hy ~ 
> tl: As 
La 5 fy & > 
eG SS \ Th. 
 - 2 Aw EN MCORMICK 
= ae ee. AB . DARIN t 
eee oo | gs aon GOOD. FOR Lips _ ——— 
pond SN eee ae ™’ ie a 
fae j ate cae Pa. a gs Se ee es. ge \ ae Ree ‘S ee es RQ see bd He ie = Mm) > 
aa 7 § ae on Ge x Bs 
- . aa Prin. - “ = 
~ =. : "cs omg OG | 
a ———————_$_|__—_—<—| b ‘ P 
| | |  . | a = 
S (4% Tires! -™ Qi 
“ Pe re 4 Xing ea a9 tim * ; , 
- Ze “A , : 4 s P i 
»_ / 
2 8s 7 
fia * ' - - <— 
; nf % 
> ; 2 8 ts "F > f f, ¥ ; ss m * ey. : we aa . F% P * oF ie eae 7 ef > 
basi We Sees a eS ye waa Fe ee 


, 
% 


June 1, 1942 


ADVERTISING AGE 


21 


Admen in the 
Armed Forces 


William S. Smith, advertising 
manager of Meat Merchandising, St. 
Louis, has joined the U. S. Naval 
Reserve as a lieutenant. 

Lee Weston, of the Detroit office 
of Crowell-Collier Publishing Com- 
pany and former assistant advertis- 
ing manager of Oldsmobile, has 
been commissioned a_ lieutenant- 
commander in the Navy. Lt.-Comm. 
Weston graduated from Annapolis 
and had two years of active duty 
before entering business. 

Edward Brennan, member of the 
Chicago office of Aero Digest, re- 
ported for pre-flight training with 
the Naval Air Corps May 28 at Iowa 
City, Ia. 

Bayard R. Patterson, of the ad- 
vertising department of Beverage 
Times, New York, has been commis- 
sioned a captain in the Army Air 
Corps and assigned to Luke Field, 
Ariz 

Robert A. Willier, advertising 
manager of the Wabash Railroad, 
St. Louis, has been commissioned a 
captain in the Army, serving in the 
division 
Washington. Mrs. Willier, who in 
business life is Marian Martin, femi- 


of services of supply in| 


nine news commentator on KMOX, 
|St. Louis, has given up her program 
‘to join her husband. 

| Max F. Moyer, formerly assistant 
|}manager of the flooring sales de- 
/partment of Goodyear Tire & Rub- 
ber Company, has been appointed a 
major in the Army Air Corps. He 
reported to the San Antonio air 
service command May 23. 

Nine men from Fuller & Smith & 
Ross, Cleveland agency, have joined 
|the colors. The men and their line 
‘of service are James A. Robertson, 
Army; James C. Finnie, Army; John 
|W. DeWolf, Army; Lars Ekwurzel, 
/Army; Dick Hunter, Navy; Frank 
|W. Funk, Coast Guard; Gerald S. 
Huston, Royal Canadian Air Force; 
Alfred C. Schneider, U. S. Air 
|Corps; and Robert A. Gardner, U. S. 
| Air Corps. 

Paul T. Sprinz, Jr., who has been 
jassociated with Harper’s Bazaar in 
'the Chicago office, has received his 
|Navy commission as ensign. He is 
\located temporarily at the Great 
| Lakes, Ill., Training Station. 

Charles H. Smith, Jr., assistant to 
the publisher of the Knoxville 
Journal, has reported for active 
duty in the Air Corps as a second 
| lieutenant. 

E. P. Nielsen, for the past 10 
|years on the staff of Evans Asso- 
ciates, Chicago agency, has been 


commissioned a lieutenant 
Army Air Corps. 

_ John A. Ferry, 
Official Bulletin Publishing Com- 
pany, Chicago, has received his 
commission as a lieutenant in the 
Naval Air Force and is now as- 
signed to the Naval Air Station, 
San Diego, Cal. 

H. R. Clauser, associate editor of 
Metals and Alloys, has enlisted in 
the Army. 

Arthur D. Talbott, formerly with 
the research department of Ward 
Wheelock Company, is now a lieu- 
tenant (jg) with the procurement 
division of the USNR. 


in the 


formerly 


DuPont to Give Awards 


Mrs. Alfred I. DuPont has an- 
nounced the establishment of two 
annual radio awards of $1,000 each, 
one to go to the radio commentator 
who renders the best service during 


| the year, the other to the radio sta- | 


tion which has done the most to en- 
courage American ideals. 
'awards will be made each March 
and will be open to radio men and 
radio stations throughout the United 
States. 


Meeks to ‘Post Exchange’ 


Walter W. Meeks, Atlanta, 
been named Southern 
| representative of Post 
New York. 


has 
advertising 


with | 


The | 


Exchange, | 


Eleven Join AFA 


Advertising Federation of Amer- 
ica has elected the following to 
membership: Transcontinental & 
Western Air, Kansas City; Radio 
Station KFPY, Spokane; The 
Stoner-McCray System, Des Moines; 
Pacific Marine Review, San Fran- 


cisco; The New Haven Register: 
Foltz - Wessinger, Inc., Lancaster, 
Pa.; The Borden Company, Elks’ 


Magazine, Leam Publishing Cor- 
poration, Yachting Publishing Cor- 
poration and Field & Stream Pub- 
lishing Company, New York. 


N. Y. U. Chapter Wins 


‘Alpha Delta Sigma Award 


The George Burton Hotchkiss 
chapter of Alpha Delta Sigma, New 
York University unit of the national 
honorary advertising fraternity, has 
been awarded first place in the fra- 
ternity’s 1942 advertising campaign 
contest. The award was won with a 
campaign to promote the 
war bonds. 

The national awards 


headed by Walter A. Burke, 


prominent advertising men. 


Rio Account to J-W-T 
Americ-Edit Ltda., Rio de Janeiro | 


publisher, has appointed the Sao 
Paulo office of J. Walter Thompson 
Company to direct its advertising. 


An old story ¥ 


\ 


In the 11th Annual All-America Package Competition . .. 


only four Awards were given for Window Display 


With 350 entries, E-F won TWO! ‘ 4 Only two Awards were 


x.) 
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4s y 
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given for Floor Stands. With 30 entries, E-F won ONE!... 
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in a crowd of 


displays, or any other crowd, come to Einson-Freeman! 
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Displays which won Awards 


. 
are reproduced on these pages. 
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BALLANTINE Display . . 


ae 
é 


. actual 
size refrigerator. The shelves hold 
merchandise. Figure is separate 
piece. Designed by Charles Barnes 
and produced by Einson-Freeman. 


sale of | 


committee | 
which decided the competition was | 
Mc- | 
Cann-Erickson, and included many | 


ON THE WIRE FRONT | 


HIS WORK IS VITAL TO 
HIS COUNTRY’S SAFETY 


UR Me | Oe 
WEL? AMERICA 
win THE WAR 


WER LNNAS rowne aueeree 


With this and similar copy in 100 news- 
papers, Arkansas Power & Light Com- 
pany is playing up its part in the war 
production drive. Operating on a 
doubled budget, the company will also 
employ outdoor, radio and direct mail. 


Arkansas Utility 
Copy Centered in 
100 Newspapers 


Little Rock, Ark., May 27.—With 
an advertising budget nearly twice 
its previous high mark, and facing 
the biggest power-supplying job it 
has ever undertaken, Arkansas 


Power & Light Company has 
launched a new campaign in 100 
newspapers, centered about’ the 


slogan, “Our No. 1 Job: Help Amer- 
ica Win the War!” 

The company, which serves 60 of 
Arkansas’ 75 counties, faces huge 
demands in a territory in which 
aluminum plants, Army  canton- 
ments, ordnance works and muni- 
tions plants are under construction, 
all involving heavy power con- 
sumption. To meet this demand, a 
power pool, in which 11 companies 
are engaged, was organized at a cost 
of almost $5,000,000, and the pool 
is a prominent feature of the com- 
pany’s promotion program. 


Uses Color Film 


The program is largely centered 
in newspapers, although radio, di- 
rect mail and outdoor are being used 
to some extent. A motion picture 
in color titled “Helping Build Ar- 
kansas,” which has been the com- 
pany’s lifetime slogan, is being 
shown through the territory covered 
by AP & L lines. Calvin Company, 
Kansas City, produced the film. 

S. M. Brooks Advertising Agency 
lirects the account. 


| 
Dewey Named V.P. 

Frank H. Dewey, general manager 
|}of Gar Wood air conditioning divi- 
sion, has been elected a vice-presi- 
dent of the Gar Wood Industries, 
Detroit. 
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DEPENDABLE 
MARKET RESEARCH 
TABULATING 


Complete facilities and long ex- 

perience enable us to meet the 

exacting demands of -gencies, 
publishers and marketing 
analysts. 


Send for your copy of the Book- 
let entitled “Economy in Mar- 
ket Research.” 


| RECORDING & STATISTICAL CORP. 
|| 102 Maiden Lane, New York, N.Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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Clute to Headquarters 


G. M. Clute, formerly sales rep- 
resentative of Reliance Pencil Cor- 
poration, Mt. Vernon, N. Y., has 
been assigned to headquarters as 
assistant sales manager. 


Named Business Editor 


Weston Smith, an associate edi- 
tor of Financial World, Toronto, has 
been appointed business editor in 
charge of news from the advertis- 
ing, merchandising and allied fields. 


Tyson Gets New Account 


General Ceramics Company, 
Keasbey, N. J., has appointed O. S. 
Tyson & Co., New York, to direct 
advertising for its chemical stone- 
ware and insulator. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 


Brookings Studies 
Seek Answers for 
Post-War Problems 


Washington, D. C., May 28.—Two 
research studies which promise to 
play an important role in shaping 
plans for post-war economic recon- 
struction, and in defining the part 
which private enterprise should 
play in re-converting to peacetime 
production, are being undertaken 
by the Brookings Institution 
through grants totaling $130,000. 

The aim of one investigation will 
be to outline governmental fiscal 
and financial policies which will en- 
courage post-war recovery under 
the private enterprise system. The 
second will attempt to formulate a 
definite industrial program for 
America after the war. 


The first study will seek to ana-|/responsibility of Dr. Harold G. 
lyze divergent views as to the re-| Moulton, Brookings president. Go- 
spective roles of government and/ing beyond the scope of most re- 
industry when the guns have fired | search in economic problems, the 
their final rounds. Some experts| study will embrace the cooperative | 
claim that irrespective of the size | thinking of selected economists, | 
of the national debt, private enter-| business leaders, engineers and 
prise will be able to meet the bur- other technicians and government 
den of financing the readjustment) officials. The aim will be to tap 
period. Others contend that the/not only the knowledge derived 
debt will be so heavy that extensive | from research but also the wisdom 
| financial reorganization of the gov-| resulting from practical experience. 
ernment will be necessary to escape | According to an announcement by 
/national insolvency, and taxes will| J. Steele Gow, executive director of 
|have to be high enough to pay for | the foundation, “the program will 
| government - sponsored reconstruc-|be based on intensive analysis of 
tion programs with the result that/the primary sources of economic 
industry will have a restricted ca-| growth, the fundamental require- 
|pacity to do its part of the job. /ments for the successful operation 

Brookings intends to weigh these | of the system of private enterprise, 
contrasting opinions and compile a|and the basic essentials for sound 
report which will recommend gov-|construction relations between in- 


TIMELY STYLE 


ernment fiscal and financial policies 
designed to serve best the post-war 
interests of the nation. 


Moulton Heads One Study 


The other project is no less am- 
|bitious, and will be the personal 


WHEN YOU SEE GHyy~ 


U’'LL 


SEE A 


LOWER COST THAN WTAM’S 
$.000073 Ace FAMILY 


Check WTAM'S cost two ways: First, divide the 15 minute Daytime rate 
of each Cleveland Station by the number of families each claims in its 
Primary Area. Then check the Surveys for actual listeners. In Metropolitan 
Cleveland and all through the Area WTAM leads by a wide margin 


all day .. all night . 


. all week. It’s this low cost 


per ear that makes 


WTAM the first choice of shrewd time buyers, coast to coast, for local, 
spot and network time. 


W 


CLEVE 


TA 


50,000 WATTS 


N 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


REPRESENTED NATIONALLY (¢// BY SPOT SALES OFFICES 


dustry and government. It will set] “-----"_ 
|definite post-war objectives for| *““*°-"’™ os 
American industry and attempt to ; . fo vip = 

BUT...FOR THE “HOME FRONT cial 
lay out in concrete terms the steps | - . J IN DAM 
industry should take toward these | — es oe ee 
objectives.” 2 eS ‘ad sick ciliata 


The selling appeal is subordinated in this 
current newspaper advertising of John 
David, Inc., New York men's store, with 
the emphasis swinging over to the war 
effort and the war stamp and bond drive, 


ANPA Names Committee 


Members of the special standing 
committee of the ANPA, in charge 
of the administration of the Chicago 
—_— dealing with labor relations, 

ave been appointed as follows: vr es 
James E. Chappell, president and Van Delft to ‘Milady’s 
general manager of the Birmingham! John W. Van Delft, formerly with 
News and Age-Herald; B. N. Honea,|the New York Journal - American, 
general manager of the Fort Worth| has been named advertising director 
Star-Telegram; John S. McCarrens,| of Milady’s Bazaar, Los Angeles. 
i, oy el < the pina + EE aN: 

ain Dealer and former president | ‘ 
of the ANPA; Capt. Lewis B. Rock.| Strubing, Hoff Promoted 
publisher of the Dayton Herald and’ Compton Advertising, New York 


Journal. Chairman of the commit- | : 

. |has elected J. K. Strubing, formerly 
tee is George N. Dale. ‘an account executive, a vice-presi- 
|dent, and Felix Dyck Hoff, secre- 
| tary. 


Case Starts Campaign 


Breaking a 35-year-old practice | 
of exclusive mail selling, Paul Case) 
Company, Brockton, Mass., will 
start its first campaign, using news- | 
papers, farm papers and magazines, | 
for its Case Combination Method | 
for the relief of rheumatic pains. | 
Jasper, Lynch & Fishel has been) 
appointed to direct the advertising. 


““Cover-to-cover, the facts 
indicate that it is one of 
the most USEFUL maga- 
zines in America today. 
Wherever you find it, you 
find a business man... 


Represents ‘Companion’ well informed.” 


Richard P. Hohmann has been 
named advertising representative of 
Woman’s Home Companion in 
southern Ohio. 


To Walter Wiley 


Completex Mfg. Corporation has) 
appointed Walter W. Wiley Adver- 
tising, New York, to direct its ac-| 
count for insecticides. 


McGillvra Adds Account 


Station WNOE, New Orleans, has 
appointed Joseph Hershey Mc- 
Gillvra as national representative. 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
- IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


ABILITY © PRODUCTION 
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Why We Cover 


400 Conventions a Year 


Bruce Barton once said that holding 
meetings and conventions is the third 
largest industry in the United States. 
The advertising and marketing field is 
responsible for its full share of them 
— maybe more. And when you add the 
numerous industry conventions re- 
porting which is important to the 
reader’s full understanding of current 
developments, it isn’t hard to under- 
stand why covering these gatherings is 
one of the major news assignments of 
ADVERTISING AGE. 

Convention chairs are hard, and 
traveling expenses are rising; yet our 
editors and reporters continue to sit 
in scores of meetings every month to 
make sure that all new developments 
in advertising, marketing and media 
operation are reported promptly and 
accurately for the information of our 
readers. 

These are not mere routine reports; 
but we sit in as the observer for the 
advertiser and agency, selecting from 
the mass of material available those 
specific developments which represent 
valuable information to the user of 


advertising facilities and services, or 


which suggest new applications of any 
type of promotional effort. It’s a round- 
up job on marketing in general which 
supplies a complete picture of how 
American business is reshaping its ad- 
vertising and merchandising strategy 
to radically changing needs and objec- 
tives. 

In these days particularly, when im- 
portant men in business and govern- 
ment frequently use conventions as the 
occasion for decisive policy announce- 
ments, it is important to be on hand 
when significant words are spoken and 
industry reactions observed. An edi- 
torial representative may travel hun- 
dreds of miles and listen to hours of 
talk to get one important new fact of 
general interest to the field. This is ex- 
pensive service — but we have reason 
to believe it’s worth while. 

Just remember, when you read the 
National Newspaper of Advertising, 
that you have been present, in the per- 
son of ADVERTISING AGE editors and 
reporters, to get first-hand the news of 
industry as it seeks to adapt its adver- 
tising and marketing procedures to 


war-time requirements. 
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ADVERTISING AGE 


‘Tes amie Mein aye 


Asks FCC Permission 
to Sell WEBR 


The Buffalo News has filed an ap- 
plication with the Federal Com- 
munications Commission asking 
authority to sell its Blue Network 
outlet, WEBR, to the Buffalo Cour- 
ier-Express and Paul E. Fitzpatrick, | 
former Erie County Democratic 
chairman. The News would retain | 
ownership of WBEN, NBC 
in Buffalo. 

The proposed sale, according to 
the newspaper, is in line with FCC’s 
expressed opposition to ownership 
by the same interests of more than 
one radio station in a single locality. 


Faulkner Named V. P. 


Roy H. Faulkner has been ap- 
pointed executive vice-president of 
General Broadcasting System and 
its affiliates, Motion Picture Produc- 
tions and Emerson Corporation. Mr. 
Faulkner, who previously has been 
president of Auburn Automobile 
Company and president of Pierce 
Arrow Sales Company, will 
his headquarters in Cleveland. 


Get Maximum Service 
Out of Your Signs 
Our new free booklet tells 
how. Write for copy. 


RTKRA 


SIGN CO, LIMA, OHIO 


by 


affiliate | 


make | 


Court Finds Fair 
Trade Law Sets 
Only Minimum Price 


New Orleans, May 26.—Review- 
ing appeals by the Pepsodent Com- 
pany and International Cellucotton 
Products Company from a civil dis- 
trict court which denied fair trade 
i\law injunctions against Krauss 
Company, Ltd., New Orleans de- 
partment store, the Louisiana Su- 
preme Court recently threw out the 
lower court’s decision that the state 
fair trade act 
illegally fixed prices. 
| Replying to suits filed before the 
|civil district court last year, Krauss 


attorneys stressed two provisions of | 
the Louisiana law. By arguing that | 


| these provisions permitted only con- 
tracts providing for sales at fixed 
| pr ices, which would be plainly ille- 
\gal, the defendant had previously 


|defeated a suit by the Mennen Com- | 


| pany. 
Sets Minimum Price 


The supreme court, however, dis-| 


posed of this contention by repro- 


in effect permitted 


ducing the full text of the law and 
ruling that the particular sections 
could not be taken out and inter- 
preted alone. When combined with 
other parts of the act, the court held 
it is clear that minimum, not fixed, 
| prices were meant, and that the law 
jis valid. “Since the statute pre- 
cludes sales at prices less than those 
stipulated in the contract and places 
ino restriction on sales at prices in 
excess of those stipulated, 
pointed out, “the statute is in ef- 
fect establishing a minimum price.” 
The court reminded the defendant 
that in other states which have 
similar fair trade laws the question 
of whether a buyer could not resell 
except at the price stipulated had 
not been raised, and that the prin- 
ciple of a minimum price was 
therefore generally accepted. 


SUE DISTRIBUTORS 


FOR CUT-PRICE SELLING 
Wilmington, Del., May 27.—In an 
unusual suit, the Retail Liquor 


” the court | 


Dealers’ Association filed four bills | 


|in the court of chancery here re- 
cently seeking to restrain liquor 
wholesalers from selling to retail 
‘liquor stores 
violation of Delaware’s fair trade 
act. 

The complainant in each case is 
‘an individual member of the asso- 


which cut prices in! 


ciation, who alleges that the wrong | 
done him is in the nature of unfair | 
competition. It is contended in each | 
case that the distributors should be 
compelled to assume the burdens 
incident to enforcement of the act, 
and should be compelled to cooper- 
ate in maintaining the uniformity of 
fair trade minimum retail prices | 
which they have imposed on the re- 
tail trade. | 

According to the bills, the fair) 
trade law contains authority for the | 
producer or distributor to establish | 
minimum prices binding upon the 
retailer in the belief that such | 
prices are for the benefit of distri- | 
butors and producers, and protect | 
goodwill and value of trademarks | 
and brands. The bills further al-| 
lege that the retailers are bound by 
agreement to the minimum prices 
under threat of damages and in- 
junctive processes. The defendants 
are alleged to have knowledge of 
the resale of their products below 
the minimum price by certain re- 
tailers. 


Soundies Moves Offices 


Soundies Distributing Corporation 
of America, Chicago, distributor of 
musical movies called “Soundies,” 
has moved its offices from the Mer- 
chandise Mart to the McKinlock 


| building, 209 W. Jackson blvd. 


* Womans Home 


HILE millions of men work un- 
der the pressure of war—while 


ion circulation has been surging ahead 
to the highest total in history. 


June 1, 1942 


SAVINGS APPEAL 


"GIVE US THE SHIPS ; 
Wel detleRa! 


Vv SAVINGS BANKS of New York State 
J 
Y 


This is one of the series of ads launc _ 
by New York State savings banks ir 

newspapers throughout the state, urc “a 
regular savings for both future emergen- 
cies and as a means of supporting the 
war effort, since the banks inves: in 
government bonds. Ruthrauff & Ryan 

is the agency. 


Marketing Executives 


Sought by Government 


The U. S. Civil Service Commis- 
sion is “urgently seeking’. men and 
women with training and experi- 
ence in marketing—both those who 
are capable of conducting genera! 
research studies in marketing and 
those who have had wide experi- 
ence in planning and conducting 
market research in their own busi- 


| nesses—for various posts with govy- 
/ernment agencies. Most of the posi- 
| tions pay from $2,600 to $4,600 and 


there are several to be filled at 
$5,600 and $6,500. 


Interested applicants may secure 


application Form 57 (or Form 8 
and the application card (Form 
4006-ABCD) from the nearest first 


class post office. Further informa- 


| tion is available from the commis- 


sion, Washington, D. C., in the form 
of Recruiting Circular No. 26. 


Industrial Marketers Elect 


H. S. Schuler, sales promotion 
manager of Westinghouse Electric & 
Mfg. Company’s Pacific Coast di- 
vision, has been elected president of 
the Industrial Marketers of North- 
ern California. Other new officers 
are: Harold Coffin, advertising and 
sales promotion manager of Co- 
lumbia Steel Company, vice-presi- 
dent; and Roy M. McDonald, busi- 
ness manager of Western Advertis- 
ing, secretary-treasurer. 


Wayne to Hotstream 


J. C. Wayne has been appointed 
|advertising and_ sales promotion 
| manager of Hotstream Heater Com- 
pany, Cleveland, succeeding ©. A 
Reiter, who has resigned to join the 
War Production Board. 


ompanion 
« Apaloedlanding Women is Cue Fell Time Job! 


Wee more leave for the armed 
forces—their homes must be held to- 
gether; and that job has been left to 
the woman. 

Never before have the buying prob- 
lems of homemakers been so serious. 
Faced with spreading shortages, irregu- 
lar meal hours, family relocations — 
where can women turn for help? 

If ever women needed women's serv- 
ice magazines, that time is now. The 
demand for women’s service magazines 
in recent months has outstripped the 
combined man-and-woman demand for 
any other type of magazine. Compan- 


50% 


What editorial magic is producing 
these gains? For answer, see the service 
pages in women’s magazines! There 
alone can the homemaker get the 
“know how” of nutrition, budgeting, 
family health, wise buying. 

The practical Companion, edited for 
this emergency, aimed straight at 
readers’ wants, keeps in closer touch 
with women’s wartime problems than 
any other medium. 

The truth is that never before in the 
Companion's history have advertisers 
been able to buy such intense consumer 
interest in so essential a market. 


A 3-TO-1 GAIN IN HIGH READERSHIP 


In the six months’ period, June-November 1940, when 
war was not yet affecting American homes, there were 
76 features in the three ten-cent women’s books which 
had over 50° readership.* But in the six months’ 


* 
* 
* period, 
* 
* 


August 1941-January 1942—which embraced 


a growing war-time economy, 223 features had over 
readership—a 3-fo-! gain. That's the kind of read- 
ership which gives striking power to advertising. 
Now is the time and the Companion is the place to 
use it. 


*L. M. Clark continuing survey of readership 
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Industry Must 
Support Press, 


Grace Maintains 


Calls for New Type 
of Editorial Ads by 
U. S. Companies 


Detroit, May 27.—America needs | 


a new type of editorial advertise- 
ment, as well as full-fledged sup- 
port of the press by business and 
industry, Edward R. Grace, presi- 


dent of Grace & Bement, Detroit 


agency, declares in the annual news- 
paper number of “The Adcrafter,” 


official organ of the Adcraft Club of | 


Detroit. 

Tracing the influence of newspa- 
pers in this country, Mr. Grace 
cites their indispensability to the 
American way of life and charges 
industry with the responsibility of 
leadership in molding the thoughts 
and actions of the public. 

“It is obvious that if newspapers 
are to retain their full potency, 
business as a whole must reappraise 
their value. Business will have to 
make it a point to see that news- 
papers do not become anemic, due 
to a starvation diet of greatly re- 
duced advertising patronage,” he 
declares. 

Must Share Responsibility 


Picturing what might happen to 
newspapers under a war economy, 
Mr. Grace warns that if they are 
the champions of private enterprise, 


the believers in private enterprise | 


must accept their share of the re- 
sponsibility in maintaining’ the 


force which will keep newspapers | 


alive. 

“The great national advertisers in 
America,” he states, “take credit for 
having shaped the standards of liv- 
ing through their advertising and 
the use of their products or services. 
This is what has made America 
great. For the man in the street, 
under the private enterprise sys- 
tem, has reveled in the power to 
make his own purchases, to drive 


his own bargains, to live his own 


life.” 


Now that civilian goods are be- | 
coming scarcer and their consump- | 


ton automatically controlled by 
rationing, “a temporary divorce” 
has separated producer and 
sumer. “This 
says, “It is dangerous. The great 
American producers have been the 
mentors of the public. 
hot now run out on the public. 

“As servants of the American 


€ 
KAUFMANN FABRY 


$25 S. WABASH AVE. CHICAGO 


con- | 
is not healthy,” he | 


public, American business must re- 
port to the public. It must take 
leadership in molding the thoughts 
and the actions of the public. Per- 
|haps it would be a good thing if 
business leaders turned into ‘edi- 
tors’ themselves. They have opin- 
ions; they have the responsibility 
of running business; they are the 
logical ones to speak for business. 
Space in the newspapers is avail- 
able and is not prohibitive in cost. 
Let’s not leave all the editorial job 
to editors! 


Many Subjects Possible 


| “A new type of editorial adver- 
'tisement is needed. 
message that includes a discussion 
|of all the facts as they pertain to 


business operation. The subjects 
worthy of such treatment are 
;many.” 


The public is financing this war, 
|Mr. Grace reminds, and the more 
war products turned out by a cor- 
poration, the greater the need to 
tell the public what it wants to 
know about war production, as well 
as civilian goods. “Never let the 
| public forget for one minute that 
the implements of war are not 
products of government,” he con- 
tinues. “They are products of pri- 
vate enterprise. They are the su- 


The kind of | 


preme tribute to industrial leader- 
ship and mass production methods. 

“Manufacturers should, right 
now, figure out budgets which will 
permit at least a quarterly state- 
ment to the public through the 
newspapers. Strong, simple, fac- 
tual statements in advertisements 
can be very heartening, can lead 
the way to adjusted viewpoints and 
expectancies. They can arouse a 
type of patriotism that will spur the 
individual to new heights of phys- 
ical and mental activities to help 
win the war.” 


Brewer Adds Radio Time 


Gunther Brewing Company, Bal- 
timore, now has a schedule of 36 
different radio programs, covering 
more than 24 hours of air time 
every week. Because of a 100 per 
cent sales increase for March and 
high ratings for all shows now being 
produced, it is expected that still 
more time will be added. Stations 
listed for the coming season are 
WFBR, WCBM, WITH, WRC, WOL, 
WINX, WJEJ, WBOC, WDEL, 
WBT, WTBO and WBLK. H. E. 


McGehee to Help Raise 
Fund to Save Manpower 


The War Production Fund to 
Conserve Manpower, New York, a 
movement sponsored by National 
Safety Council, has appointed Fran- 
cis N. McGehee as an assistant to 
the director, Donald Hammond. 

Mr. McGehee has resigned as 
vice-president and general sales 
manager of Outdoor Advertising 
Inc., to devote full time to this cam- 
paign to raise $5,000,000 to curb in- 
creasing losses in war production 
due to industrial accidents. 


Sorrells Promoted 


John H. Sorrells, who has been 
assistant director of the Office of 
Censorship in charge of the press 
division, has been appointed deputy 
director, a post not previously filled. 
He is on leave as executive editor 
of Scripps - Howard Newspapers. 
N. R. Howard, his chief assistant, 
has succeeded to the top press re- 
sponsibility. Mr. Howard is on 
leave from his position as editor-in- 
chief of the Cleveland News. In his 
new role, Mr. Sorrells will aid Di- 


jrector Byron Price in all types of 


censorship. 


Tin Use Limited 

Seeking to preserve. shrinking 
supplies of tin, the War Production 
Board has limited to a few specific 
items the use of tin without special 
authorization. In addition, posses- 
sors of stocks of tin or terneplate 
frozen by the order are required to 
file with WPB an itemized list of 
their holdings. 


In each of the past 5 years 
Business Week has carried more 


pages of business advertising 
than any other general bus- 
iness magazine or general 
magazine of any kind! 


Hudgins Company is the agency. 


Black Agency Moves 

W. L. Black Advertising Agency, 
formerly of Reading, Pa.,_ has 
moved its offices to 23 W. Penn ave- 
nue, Wernersville, Pa. 


The American 


AMA to Meet June 12-13 
Marketing Asso- 
ciation will hold its mid-year meet- 
ing at the University of Michigan, 
Ann Arbor, June 12-13. 
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Tell abovt 


Tell abovt 
of your line: 
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Compernion te Trufect of lower cost 


| ) Multifecr 


Fer volume printing of © price 


or scarcity of yo 


you con supply: 


g of your prodv 


how to conserve 


Patriotic men and women anticipate 
victory for our Country, and now they 
prepare for the next “war — the war for 
economic security! To assure prosperity 
for America after this war, industry must 
absorb those millions of workers now in 
our armed forces, and those millions 
more who are engaged in work which 
will cease when the war ceases. Forward- 
looking business men appreciate this 
important point and they are doing 
something about it. They are insuring 
ur mere continuation of their businesses for their 
own interests and because they know it 
is necessary to our national welfare. 

cts. 


PREPARE FOR POSTWAR DAYS 
cts. 


your produ Many manufacturers, even though their 
plants are now 100% on war work, 
and even though they have no merchan- 
dise for general consumption, still keep 
in good working order their system of 
distribution, their contacts with dealers 
and consumers, against the day when 
they will revert to the making and mar- 
keting of peace-time products. It will 
be a comparatively easy job for those far- 
seeing merchandisers to pick up where 


Manufacturers 


they left off, because they are not going 
to be forgotten—they are allowing no 
blackout of their names. 

Keeping bright a high regard for prod- 
ucts temporarily off the market is a job 
the printed word can do and is doing eco- 
nomically for hundreds of companies who 
count on being in business after this war. 


HOW TO MAINTAIN GOOD WILL 
There are many ways to use the 
printed word to protect business identity 
—to keep alive acceptance for products 
and to keep intact a system of distribu- 
tion until it is again needed. A few sug- 
gestions are listed in the panel on this 
page. For some businesses a mailing at 
regular intervals of only a few thousand 
folders based on any of these subjects will 
suffice to maintain business identity, for 
others publication advertising is required. 

Most business men will agree, it is 
important to our nation that going con- 
cerns put printed words in service for the 
duration to assure their own survival and 
to provide millions of jobs for millions 
of workers after this war is won. 

Let there be no blackout of your name ! 


KIMBERLY-CLARK CORPORATION «+ Neenah, Wisconsin 


Established 1872 


NEW YORK: 122 E. 42nd St. » CHICAGO: 8 S. Michigan Ave. » LOS ANGELES: 510 W. 6th St. 
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Defense Council to Issue 
Price Ceiling Booklet | 


The Michigan State Defense) 
Council is preparing a pamphlet of | 
instructions, advice and encourage- | 
ment which will be distributed to | 
Michigan’s 70,000 retail merchants 
who fear they will be the “goat” of 
the price ceiling program. 

The purpose of the booklet is, 
the Council said, to impress upon 
housewives that they must under- 
stand price orders clearly and must 
keep in touch with changes and de- 
velopments to avoid doing mer- 
chants an injustice, and to “keep 
the consumer off the _ retailer’s 
neck.” 


Ten-B-Low Campaigns 

Ten-B-Low, ice cream canned in 
concentrated form, is using seven 
radio stations in the East and Mid- 
west for dramatized one-minute an- 
nouncements. Stations used are: 
WBZ, Boston; WCAU, Philadelphia; 
WLW, Cincinnati; WNAC, Boston; 
WOKO, Albany, N. Y.; WOR, New 
York, and WTAM, Cleveland. Ralph 
H. Jones Company is the advertis- 
ing agency. 


BUSINESS PUBLICATION 
WANTED 


A well established publisher having 
own printing plant and national 
space selling organization wishes to 
acquire an additional business pub- 
Either an outright purchase or par- 
ticipation with present owners need- 
ing our financial and organization 
assistance will be considered. 


Absolute confidence assured and 


personal interview will be arranged. 


Address Box 3700, Advertising Age. 
Chicago, 


100 E. Ohio St., Illinois. 


Appeals Court 
Okays Trademark 
of the ‘Pep Boys’ 


Washington, D. C., May 26.—The 
| United States Court of Appeals 
‘ruled last week that “The Pep Boys 
_—Manny, Moe and Jack” is a proper 
|subject for trademark purposes, 
| despite the refusal of the U. S. 
| Patent Office to grant its registra- 


| tion for use on automotive lubri- 


| cants. 
| The Pep Boys operate a chain of 
| auto supply stores in Eastern states, 
and advertise extensively, particu- 
|larly through sponsorship of all- 
|night “dawn patrol’ broadcasts 
over local stations. Today’s ruling 
affirmed a district court verdict 
which was appealed by Pure Oil 
_Company, whose objection was 
based on prior registration of two 
'trademarks, “Wocopep” for gaso- 
| line and “Pep” for gasoline and fuel 
oil. The Patent Office had sustained 
Pure Oil’s opposition. 

The unanimous judgment of the 
three-judge appeals court was that 
the only similarity in the disputed 
|marks is use of the word “pep.” 
| According to the court, “that word 
is descriptive and therefore not 
capable of exclusive appropriation.” 
In addition, the Pep Boys’ “distinc- 
|tive caricatures” distinguish the 
two marks. 


Adclub Elects Crump 


Murrel Crump, advertising mana- 
ger of Sinclair Coal Company, has 
been elected president of the Ad- 
vertising Club of Kansas City, Mo. 
Other newly-elected officers are: 
J. M. Cottingham, first vice-presi- 
dent; Margaret Spader, second vice- 
president; L. A. Roblee, secretary; 
and Floyd W. Anderson, treasurer. 


“THE FLOWERS THAT BLOOM IN THE 


SPRING, TRA-LA, 


AIN‘T NOTHIN’ 


COMPARED WITH THE DOLLARS THAT 


BLOOM IN WDAY'S 
ALL YEAR LONG!” 


‘3 WDAY.:.:- 
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H THE FARGO FORUM 


\ FREE & PETERS, NAT‘L REPRESENTATIVES 


'they proceed from a single policy. 


British Guild 
Renews Plea for 
Ad ‘Notice Board’ 


London, May 12.—Interest in the 
proposal for a national “notice 
board” to end confusion over vari- 
ous government advertising appeals 
was revived here this week after 
the Advertising Service Guild re- 
newed the suggestion in the May 
issue of Art and Industry. 

The numerous and_ sometimes 
seemingly competitive appeals pub- 
lished by the different British min- 
istries, either at the same time or 
following closely upon one another, 
are regarded by many as a major 
weakness of government advertis- 
ing as a whole. This has been the 
case particularly in calls for women 
volunteers for the different services. 

The guild suggests creation of a 
“Nation’s Notice Board,” 11 inches 
by 2 columns, to appear once a 
week and to contain all messages of 
government origin. It would re- 
quire the coordinating of all appeals 
and, following the technique of store 
advertising, would give each gov- 
ernment “department” the proper 
space in relation to its needs of the 
moment. 


Calls It Haphazard 


Although the government is using 
films, radio, the press, posters and 
leaflets, according to the guild, “the 
haphazard manner in which mes- 
sages, instructions and appeals de- 
scend through these media upon 
the public does not suggest that 


Is there a single policy overriding 
and coordinating the policies of the 
various ministries and departments? 
Is it the considered view of those 
responsible that greater concentra- 
tion is undesirable? 

“Meanwhile the wonderful people 
forget what they should remember. 
Last week’s instructions in cooking 
and digging, this week’s opportuni- 
ties of service in uniform, are lost 
in next week’s film programs, not 
to mention the natural distractions 
of love and rationing. Human na- 
ture is made so, particularly British 
human nature. 

“Publicity which aims to secure 
the largest possible measure of in- 
telligent cooperation between the 
masses and their leaders should 
recognize the weakness, and make 
provision to overcome it. Since 
people will forget even important 
and urgent things, they must be 
told these things over and over 
again, and then they must be regu- 
larly reminded.” 

The Dorland Advertising Agency 
suggested a “Nation’s Board” plan 
to the Ministry of Information in 
March, 1940. During the time 
since then, it has been discussed at 
length between the ministry and 
agency representatives, and, accord- 
ing to Advertiser’s Weekly, was 


BRITISH SUGGESTION 


THE NATIONS 


Every week in this space there appears a selection 
ef the more important instructions, information and 
advice addressed to the Nation by H.M. Government. 
You are asked to look out for this notice board, to 
read it regularly and to follew to the best of your 
ability the guidance it gives. 

WOMEN WANTED 


Women canteen 
wanted 


don't rush up the with 


a fierce fire. Go casy with coal, Navy, Army and Aw Force Ins 
coke, electricity, gas, fuel oil and tutes, Imperjal 
Lane, SEI 


You are reminded that there is no 
Income Tax to pay on the mterest 
from National Savings Ceruficates 
They cost only 15/- each and be- 
come worth 20/6 in ten years. But 
you may only hold $00 Certificates 


Sort your salvage Keep paper 
kitchen waste, bones and metal 
separate. Tons of 


From Monday. Feb. 9h, soap may 
be bought only against coupons of 


—_— permit A Bn oo MORE FooDs ON 
coupons in each weekly penod. 
and you will be able to use these POINTS RATIONING 


how, when and where you like 
within the period. Each coupon 
will entitle you to any one of the 


The extension of the war in the 

Far East has made it necessary to 

include more foods wm the Points 

following. enther 

402 Hard Soap (Household swap 
m bars of preces) of 

Joz. Toile. Suap or 

Jez Soap Flakes of Chips or 

402 Soap Powder No | or 

12 ez Soap Powder No 2 or 

6 a2. Soft Soap. 

‘The coupons to be used are those a 

@ the frame at the top of page 15 

of the YELLOW book 


THE PRIME MINISTER WILL BROADCAST 
TO THE NATION ON SUNDAY AT 9 p.m. 


To end confusion over various British 
government appeals, the Advertising 
Service Guild suggests this national 
"notice board" carrying all government 
messages in convenient, orderly form. 


Stannard Reelected 


Wm. C. Stannard, account execu- 
tive with J. Walter Thompson Com- 
pany, Ltd., has been reelected pres- 
ident of the Advertising and Sales 
Executives Club, Montreal. 


New Officers for 
Industrial Marketers 


Industrial Marketers of New Jer. 
sey has elected Samuel E. Gold, 
sales and advertising manager of 


Lignum-Vitae Corporation, presi- 
dent. 
Other officers are: Vice-presj- 


dents, Edward J. Pechin, advertis- 
ing manager, E. I. duPont de 
Nemours; Ralph N. Hanes, siles 
promotion manager, U. S. Rubber 
company, and Cuyler Stevens, ac. 
count executive, T. J. Maloney, Inc. 
New York; treasurer, James J. De- 
Mario, advertising manager, Man- 
hattan Rubber Mfg. Company, !’as- 
saic, N. J.; secretary, C. E. Gischel, 
advertising manager, Walter K dde 
& Co., New York. 


S. Duane Lyon Adds 1}! 


S. Duane Lyon, Inc., New York, 
has added the following new ac. 
counts: Geo. W. Pease & Son, 
funeral director, Central Brinch 
Y.M.C.A., Standish Arms Hotel, and 
Mortimer Steinfels, real estate, al] 
of Brooklyn; Scoville School, Studi- 
disc, recordings, Eastern Schoo! for 
Physicians’ Aides, Gardner School, 
Froebel Academy and _ Friends 
Seminary, all of new New York: 
and Paradise Inn, Cresco, Pa. re- 
sort. Newspapers and magazines 
will be used. 


Onan Named Sales Mar. 


Robert C. Onan, formerly acver- 
tising manager of Lindberg Engi- 
neering Company, Chicago, has been 
appointed district sales manager for 
northern Illinois, Iowa, Wisconsin 
and Minnesota. The Lindberg com- 
pany has recently opened new offices 
at 606 W. Wisconsin avenue, Mil- 
waukee. 


Promotes New Bar 


New England Confectionery Com- 
pany, Cambridge, Mass., is promot- 
ing its five-cent Necco Sky-Bar with 
small-space copy three times weekly 
in 28 newspapers west to Detroit 
and south to Norfolk. Badger and 
Browning, Boston, is the agency. 


Frick Advanced 


Robert D. Frick, formerly of St. 
Paul Foundry Company, has been 
appointed general manager of man- 
ufacturing operations for United 
Wallpaper Factories, Chicago. 


Worcester’s 

| Industrial 

| Payroll 

| TOPS ’29 
| PEAK by 


once approved by the minister him- 


self and the principal executives 
involved. 
Army Commissions White, 


BBDO, to Direct ‘Yank’ 
Egbert White, vice-president and 
director of Batten, Barton, Durstine 


& Osborn, has been granted his 
second wartime leave of absence 
from the agency, this time to be 


commissioned a lieutenant-colonel. 


| staff of The Stars and Stripes. In 


'serve as officer in charge of The 


| Yank, the adless newspaper pub- 


‘lished for members of the service | 


| by the Special Service Branch of the 
War Department. 


To War Savings Staff 

Al Simon, publicity director of 
WHN, New York, has been granted 
j}a short leave of absence from the 


station at the request of the Treas- | 


Bits TELEGRAM -GAZETIE 


| _ WORCESTER MASSACHUSETTS: . 


ury Department, so that he may 
,jJoin the New York War Savings 
| Staff to help organize a radio cam- 
paign for the promotion of war 
savings bonds and stamps. Bob 
Patt, WHN sales promotion mana- 
ger, will replace Mr. Simon during 
his absence. 


In World War I Lt.-Col. White left | 
| BBDO to serve as a private on the | 


| the current war Lt.-Col. White will | 


| 44.44% 


4 


Worcester’s buying power soars to new high as this rich market - 
| with hundreds of factories working overtime for Victory —scraps oll 


past records for manufacturing production, employment and payrolls. 


| In value of manufactured products, Worcester in 
1941 showed a gain of 20.85 per cent over the 


peak year of 1929. 


In number of manufacturin 


employes, Worcester 


in 1941 showed a gain of 25.80 per cent over the 


peak year of 1929. 


peak year of 1929. 


In MANUFACTURING PAYROLL, Worcester in 
1941 showed a gain of 44.44 per cent over the 


Figures: Industrial Burcau, Worcester C. of C. 


Worcester offers peak sales opportunities to Telegram-Gazetlé 
advertisers NOW. This active market is covered by The Telegram 
Gazette alone — circulation more than 134,000 daily. Population: 
Worcester 193,694. City and Retail Zone 440,770. 


| —— Georce F. Booru, Pubesht- 


| 


OCK and ASSOCIATES, NATIONAL REPRESENT: 


| OWNERS of RADIO STATION WTAG 


| Bh cng 
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Significant Developments 


Operating Experience on 
Pioneer Windowless Plant 


Publications of every character 
gave liberal space in 1931 to the 
construction of the first windowless | 
factory in the country, which was 
puilt by The Austin Company for 
Simonds Saw & Steel Company, | 
Fitchburg, Mass. It was heralded 
as the “controlled conditions plant,” 
but due to the depression it stood 
idle until 1939. Since that time, 
careful records have been kept of 
its operating experience and some 
of them are revealed in the May 21 | 
Engineering News-Record. 

Among the interesting points are 
those concerning the fluorescent 
lighting. During the first nine 
months of operation, the tubes aver- 
aged a life of 3,800 hours. A subse- 
quent period of 18 months, from 
April, 1940, through September, 
1941, showed an average life of 
4,800 hours per tube. Now that the 
plant is operating around the clock, 
six days a week, there has been no 
noticeable drop in the efficiency of 
the tubes as they grow older. They 
are washed thoroughly twice a 
year. 

* The cinder block side walls, which 
were left unpainted when the plant 
was originally completed, were 
painted about a year and a half ago, 
and are today practically free of 
dust and dirt as a result of the effi- 


cient control of atmosphere through- | 


out the plant, which is crowded with | 


heat treating and grinding machin- | 


| 
o| Speaking of food, American) 


ery. A _ special white paint, 
veloped for this service, has in no 
way destroyed the acoustic proper- 
ties of the cinder block. 

The ceiling, which was painted | 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


in Trade and Industry as 


|into its useful parts: man _ gets 
sugar; animals receive pulp and mo- 
|lasses; the land obtains fertility 
|through the animal and the thou- 
‘sands of decayed fine roots left in 
|the soil when the beet is harvested. 
|The production of a ton of refined 
|beet sugar requires no more man- 
| hours of labor than a ton of refined 


cane sugar. 
| e& 8 *s 


For every 100 aircraft built of 
|new materials, the Royal Air Force 
|gets 60 more built of salvaged air- 
|craft, reports Aero Digest for May. 
| Actually, perfect operational planes 
are made virtually out of spare 
parts salvaged from crashed air- 
craft, or craft which for some rea- 
son cannot be satisfactorily repaired 
or overhauled on the spot where 
they came down. Some Nazi air- 
craft, many severely damaged, also 
supply some material or parts for 
RAF planes. 

* ob * 

It still happens here. Souvenir- 
hunting patrons of restaurants leave 
with so many spoons, forks, and 
knives that the curtailment of these 
items because of shortage of nickel, 
zine and copper presents a problem 
to the eating places. “Mid - West 
Restaurant News” for May suggests 
that service restaurants universally 
adopt the policy of placing silver- 
|ware on the table only when it is 
necessary and then only items actu- 
jally needed by the patron after he 
is seated. 


bs * ao 
'Druggist for May reports that pro- 
duction of synthetic substitutes for 
ham, eggs, and beefsteak for hu- 


Butler Adds Two 


|its 25th anniversary by issuing a 


| 
| 


yellow just before the plant went | man consumption from leaf protein | 
into operation, is also entirely free | May result from ss — chemical 
of dust and discoloration in most |2¢velopment just revealed. . . And | 
places throughout the plant, Bakers Weekly for May 25 says that | 
although a fine powdery film has coincidently with the announcement | 


formed at certain locations above|PY the American Bakers Associa- | 
|tion that in less than one year the 
national average of white bread 
now enriched has passed 50 per 
cent, the average in the Southeast- 
ern states, 
negative to the idea, 
65 per cent. 


heat-treating furnaces, forges and 
certain rough and wet grinding op- 
erations. Vacuum cleaning restores 
the original ceiling condition with- 
out any use of paint. 

+ * * 

With the nation’s attention fo- 
cussed on sugar, it is interesting to 
be reminded by a book, “The Silver 
Wedge,” published by the United 
States Beet Sugar Association, that 
Sugar is composed of carbon, hy- 
drogen, and oxygen. The chemical 
formula is C,.H..O.. In their pure 
State, maple, beet, and cane sugars 
are identical. In the beet, sugar is 
formed in the leaves and sent to 
various parts of the plant with 
greatest concentration in the root. 

The sugar beet takes six months 
to reach commercial size. In 24 
hours in the factory it is separated 


In St. Louis 


a. Any Other 
the Station 


has reached 
* * * 


In giving liquor dealers ammuni- 
tion to use in combatting current 
prohibitionism, Wine and Liquor 
Retailer for May includes: “Make it 
plain ... that the real issue, funda- 
mentally, is not a choice between 
liquor and no liquor, but between 
prohibition, with all its attendant 
evils, and the type of legal sale of 
wines and liquors which constitutes 
the repeal record. Make this dis- 
tinction clear; many are confused.” 


Gallup Heads Adclub 


Charles A. Gallup, Bozell & Ja- 
cobs, Inc., has been elected presi- 
dent of the Omaha Advertising 
Club. Other officers are: Louis A. 
Leppke, Nebraska Clothing Com- 
pany, vice-president, 
Emerick, Jr., 
Telephone 
treasurer. 


Harvey Rejoins KDKA 

E. D. Harvey, formerly general 
program manager for all Hearst 
stations, has returned to KDKA, 
Pittsburgh, where he was previously 
a staff member. He will replace 
Franklin Tooke, who is now an offi- 
cer in the Navy, as program man- 
ager. 


Harris Heads Adclub 


Richmond T. Harris, president of 
the agency of that name, has been 
elected president of the Advertising 
Club, Salt Lake City. Other new 
officers are: Paul S. Clowes, vice- 
president; J. E. Ray, secretary; and 
Miss Mildred Morelock, treasurer. 


Will Loan Tools and Shop 


John Morrell & Co., Ottumwa, Ia., 
has offered machine tools and shop 
space to “our government or to re- 
sponsible parties holding war con- 
tracts” in a move to speed produc- 
tion of war implements. The 


Bell 
secretary- 


Northwestern 
Company, 


company is asking only maintenance | 
'costs in return. 


and John H.| 


which hitherto were | 


| 


| 


Lester Photoservices, New York, 
has appointed Butler Advertising to 
conduct a direct mail program for 
Micro-Filing, a photograpnic pro- 
cess for reducing documents to 
small rolls of film. The agency has 
also been named to direct advertis- 
ing for Wood Newspaper Machinery 
Corporation, Plainfield, N. J. 


Celebrates 25th Year 
Building Supply News celebrated 


May Silver Anniversary number 


emphasizing the development of its 
|readers—lumber and building ma-| 
‘terial dealers—as merchandisers and | 
business men. 


Lanpher Resigns Duo-Haler Names Agency 
Lawrence Lanpher has resigned The Artwil Company, New York, 
from Lanpher & Schonfarber, Provi-| has been appointed to direct adver- 


dence, R. I., to accept a civil serv-|tising for Duo-Haler, a relief for 
ice position. The company, which|hay fever and rose fever. News- 
is now known as Gordon Schon-| papers and radio will be used, 
farber & Associates, has been ap- —_—_————. 


pointed to direct advertising for the| 
recently formed Laundry and | 
Cleansing Association of the Provi- 
dence Retail Trade Board. 


Crane Buys Leader 


Leader Engraving Company, Chi- 
cago, has been taken over by J. 
|\Crane & Sons, and its offices have 


| been moved to 154 E. Erie street. 
Charles A. Pooler has been named | . 
arg red + = 2 moa ge To Henry Flarsheim . s 
Oo enton owles, ew or e ationa ccountants O- 
succeeds John L. Bogert, recently | | ciety, Inc., Chicago, has appointed 
elected a vice-president of Standard | |Henry Flarsheim and Staff to direct 
Brands. its advertising. 


Pooler Advanced 


i i ne 


Rene 


Listen, America: 


/ 


... nutrition is coming home to roost 


Souerine is happening the 

homes of the folks you sell. 
Nutrition is being sold to 

Johnny Q. as never before. 


By radio, by printed word and picture, 
word of mouth and every conceivable way, 
story of the Hidden Hunger is being told, and 


told, and sold. 


Yes, nutrition, once a fancy word, 
home to roost. It’s coming home to millions as a 
way to new-found health, an Open Sesame to 
the kind of robust life they'd /ike to live. 
you can expect nutrition publicity to avalanche 
still more as every month goes by, spurred on 
by every consumer-contact resource of govern- 


se days in the 


The hidden hunger that sabo- 
tages health through lack of proper nutrition. 


is a candidate for oil-soluble vitamins A or D, 
get in touch with headquarters—call on D.P.I. 
We produce those remarkable Vitamin A Esters 
you may have heard about—distilled Vitamin A 
in the Natural Ester Form, an exclusive asset that 


Mr. 


and Mrs. 
by 
the guarantees maximum stability of the vitamin 
in your product. And low incorporation cost, too. 

Distilled Vitamin A Esters * defy comparison 
on many counts of value. And you'll find our 
Vitamin D (ARPI Process)** is tops in merit, too. 
But that’s just part of the story. We have spe- 


is coming 


cialized in helping manufacturers develop uses 


And for these products—maintain a Service Labo- 
ratory that may be a valuable help to you. So 
. for service, experienced help and superior 


vitamin concentrates, call on D.P.I.! 


ment, education, science and business. 


Listen, Foodmen! Pharmacologists! Ask for these helpful brochures 
earn . “The Story of Vitamin A Esters” 
This is your cue to take quick stock of your food TE Sayq- illustrated, complete,non-technical. 
or drug product list. ““Enrichment” of certain VITAMIN A All the facts you need to know about 

‘ : . this outstanding concentrate. Write 
basic foods, already a fact, will expand still ESTERS S 
} : cnn a for a copy now! 
further as need appears. It will pay food proc- oorauatae 
oo : **You’ll Be 
essors to anticipate the trend, improve product = 


nutrition if indicated by fortifying with essen- 


tial vitamins now. For 


sales. 


That’s where we can help. If your company 


“brand defense”’ 


Glad You Did” 

details the 10-Point Superiority 
of Vitamin D, (ARPI Process) its 
uses, etc. A booklet every prospec- 
tive user of Vitamin D should have. 
Just crook a finger—we’'ll send it. 


.. for 


*Protected by U.S, product Patent No, 2,205,925 and over 50 process patents. 
**Manufactured by General Mills, Inc. (Special Commodities Div.) 


PRODUCTS, INC. 


755 RIDGE ROAD “ae ROCHESTER, NEW YORK 


‘J JOINTLY OWNED BY EASTMAN KODAK CO. and GENERAL MILLS, IN 


ALES = ECIAL COMMODITIES DIVISION FORMERLY are ‘om veeee —_—* 
, GENERAL MILLS, INC... “MINNE APOLIS, M va 7. 7 


‘Oit-Soluble Vilamin Headguarlors 
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N ew J ersey Dailies, 
Union Papers Get 
War Tribute Copy 


New York, May 26.—Consistently 
an institutional as well as a “buy 
now” retail advertiser, Goodman 
Furniture Company, Jersey City, 
N. J., last week launched a “war 
production” campaign directed to 
the thousands of northern New 
Jersey workers who can for the 
first time afford furniture 
medium-price brackets. 


Theme of the series is an appeal | 


for increased war production 
coupled with a tribute to the 100,000 
New Jersey war workers who “say 
it in sweat!” 

The U. S. Army Service of Supply 
has cooperated in production of the 
series by furnishing photographs of 
its chief, Lt.-Gen. Brehon Somer- 
vell, and other army officials, as 
well as preparing quotations em- 
phasizing the importance of the 
workers’ individual efforts in the 
war effort. 

Appearing initially in the Jersey 
Journal and Bayonne Times, the 
campaign will shortly be extended 
to the CIO organ, The Shipyard 
Worker and other union papers. 
Dundes & Frank, Inc., New York 
City, is the agency. 


Arkansas to Brooks 

The State of Arkansas has ap- 
pointed S. M. Brooks Advertising 
Agency, Little Rock, to direct ad- 
vertising. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bldg. Chicago, Il, 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 


Reps Elect 


in the| 


Officers 


Representatives 


Newspaper As- 
to serve, along 
and directors of 
Newspaper Representatives Asso- 
ciation of New York, in the newly- 
|organized American Association of 
Newspaper Representatives: Vice- 
president, W. T. Cresmer, Williams, 
Lawrence & Cresmer Company; di- | 
rectors, J. E. Lutz; A. G. Ruthman, 
Gilman, Nicoll & Ruthman; C. A. G. | 
Kuipers, Burke, Kuipers & Ma-)| 
honey, Inc. 


officers 


‘McCrimmon Named | 
_ Donald McCrimmon, advertising | 
manager of C. A. Dunham Company, 
| Toronto, has been elected president 
of Industrial Advertisers Associa- 
tion of Ontario. Other officers | 
elected are: T. H. Dowsett, Trane | 
Company of Canada, vice-president; | 
|E. J. Hayes, Gutta Percha & Rubber | 
Ltd., secretary; and J. G. Beare, 

| Link-Belt, Ltd., treasurer. 


Little to Tanvilac 


A. W. Little, former advertising 
land sales promotion manager for 
| Rollins Hosiery Mills, Des Moines, 
| has been appointed director of sales 
land advertising of Tanvilac Com-| 
pany, Des Moines manufacturer and | 
|distributor of cultured feeds for 
livestock and poultry. 


Stevens to Hayhurst 


Stevens Chemical Products Com- | 
| pany, manufacturer of household | 
land automotive chemical products, | 
Brampton, Ont., has appointed F. H. | 
Hayhurst Company, Toronto, to 
| handle its advertising. A test cam- 
paign using radio spots and news- 
| papers is being used in the Ham- 
}ilton, Ont., territory 


Urges Conservation 


| The Toronto Better Business Bu- | 


/reau will issue a series of pamphlets 
| dealing with conservation of family 
| clothing and household goods, as its 
the national war 


| contribution to 
against waste. The pamphlets will 


| be distributed free upon request to 


| the women of Canada. 


‘Newhoff Moves ( Offices 


Theodore A. Newhoff Advertising | 


Agency, Baltimore, has moved its 
| offices from the Calveri building to 
714-17 Court Square building. 


* =o 
RY 


United States. Since 


% New and modern 


*% Local advertising 


 WMAL 


630 K.C. * 


gION'S STAR 


WMAL “%y 


% Radio Station WMAL is now owned by 
the Washington Star, for more than half a 
century one of the leading newspapers in the 


Star has led ALL newspapers in the U.S. each 
year in TOTAL advertising lineage. 


% The same policies that have made the 
Washington Star the leading newspaper 
advertising medium are now the controlling 


policies of Station WMAL. 


a preferred location, and increased power 
(from 500 watts day and 250 watts night, to 
5,000 watts both day and night), have further 
increased WMAL’s large and loyal audience. 


recognize and seize the opportunity. Thus 
WMaAL now broadcasts more programs spon- 
sored by important local advertisers than any 
other Washington radio station. 
vertisers this is highly significant. 


Blue Network Station 
in Washington, D. C. 


Represented Nationally by Blue Network Spot Sales Offices 
in New York, Chicago, Detroit, Hollywood and San Francisco 


* 


1931 the Washington 


transmitter facilities in 


leaders were quick to 


To spot ad- 


Trans-Lux Building 


5,000 WATTS 


| "q — ne 
erro - Getting Personal 
boty Chicago has elected the | 


|with the officers 


ADVERTISING AGE 


<stuante seas 
Robert Pritchard, ad. mgr. of Aluminum Goods Mfg. Co., Mani- 
towoc, Wis., was named the local winner in a contest held in nine 


Wisconsin cities to pick a name for the Fox River Valley's naval air 
squadron. Mr. Pritchard’s title: “Flying Fox”. . . 

Fred B. Rentschler, chairman of United Aircraft Corp., has been 
named a member of the honorary advisory committee for dedication 
of Northwestern U.’s new Technological Institute June 15-16. . . Leon- 
ard Kapner, mgr. of WCAE, Pittsburgh, is the father of a 6%-lb. girl, 
Patricia Ann. It’s now one and one for the Kapners.. . 

Gilbert Kinney, v.p. and treas. of J. Walter Thompson Co. and 
chmn. of the Advertising Section of the Greater New York Fund 


drive, has an- ; 
oO ed th h 
ee ae eee EX-PRODUCTION MAN 


tributed $20,634 to 
date to support the 
400 welfare and 
health agencies 
which share in the 
fund... 

The results of 
Hoard’s Dairy- 
man’s 12th annual 
cow judging con- 
test for advertis- 
ing men found the 
following admen 
successfully 
switching from 
copy to cows: Ivan 
H. Graves, Graves 
& Assocjates, Min- 
neapolis, first; V. 
G. Reel, Burgess 
Battery Co., Free- 
port, Ill., and Wil- 
liam D. Bowie, 
Purina Mills, St. 
Louis, tied for sec- 
ond; and Stanley 
Tobin, Geyer, Cor- 
nell & Newell, Detroit, fourth. 

Thayer Ridgway, Calvert Distillers account executive at Lennen & 
Mitchell, has joined the ranks of the country squires, having acquired 
a new home at Ardsley-on-Hudson. He’ll have time for a round of 
golf before dinner, too, since the house overlooks the Ardsley Country 
Club... 

Karl Mann, pres. of Case-Shepperd-Mann Publishing Corp., has 
become the proud father of a nine-pound, five-ounce baby daughter. 
The newcomer, christened Marcia Mowry, held the distinction of 
being the heaviest baby at Mountainside Hospital, Montclair, N. J., 
during her stay there. Baby Marcia is now at home sizing-up big 
sister Cynthia, who is five-and-a-half. . . 

A dyed-in-the-wool Gilbert & Sullivan operetta fan, William H. 
Johns, BBDO chmn. of the bd., has attended at least one performance 
of every New York production of G & S in the past 40 years... 

“Model Railroad Engineering,” just published by Harper’s is the 
result of indefatigable riding of the model railroad hobby horse by 
David Marshall of the New York Sun, who, as you might suspect, is 
boss of one of the finest model railroads in the country. . . 

Hugh G. Blakely, advertising manager of Extension Magazine, Chi- 
cago, has joined the Chicago office of OPA as a consultant in the 
consumer division. The appointment is on a part-time basis, per- 
mitting him to continue his work for the publication. . . 

Greater New York’s war bond pledge campaign seems to be off to 


Niiea cnet 


OAs 
COOP 
a 


Saying goodbye to the agency's production manager, 
Lt. Sidney R. Best, USNR, are the principals of Perry- 
Brown, Inc., Cincinnati agency. From left to right: Paul 
S. Perry, president, Lt. Best and Mrs. Best, and Ted Brown, 
vice-president. Lt. Best reported for active duty May 20. 
He will be succeeded by his assistant, Jerome Graham. 


good start, with a liberal sprinkling of admen in key posts. Among 
————— those already se- 
lected to head 

WELL-DRESSED ADCLUBBERS? _— ed to. head 


tees and sub-com- 
mittees are Sam 
Fuson, v.p. of Ar- 


te a 


7 


thur Kudner; L. 
Rohe Walter, ad 
manager of the 


Flintkote Com- 
pany; Richard 
Borden, sales pro- 
motion director 
Borden Company; 
and H. W. Dengler, 


v.p. of Cowan & 
Dengler. . . 

Al Ryerson, v.p. 
of New York 
Theatre Program 
Corp., is now a 
horny-handed til- 
ler of the soil. He 


To show what the well-dressed woman adclubber does 
NOT do, Minneapolis members donned this attire, includ- 
ing the long undies, at a recent meeting. Standing (left 
to right) are Evon Nollette, women's page editor, Minne- 
apolis Daily Times; Myra C. Johnson, public relations 
counsel; Jean Hadley, UDGA Medicine Co., St. Paul; 
Beryl McFarlane, secretary, Minneapolis Hotel Associa- 
tion; seated, Helen Holloway, publicity director, Betty 
Crocker department, General Mills, Inc.; Betty Grimes 
(hidden from view), Murray & Malone, car card adver- 
tising; and Betty Davidson and Leila Gillis of WCCO's 
sales promotion-publicity department. 


has a 160-acre 
farm near Ancram, 
N. Y., where he'll 
raise hogs 
chickens. . . 
liam S. Walker, of 
Walker & Down- 
ing, Pittsburgh 
agency, heads the 
Allegheny County 
War Savings Com- 
mittee. .. 

Vic Hunter, a.m. of Pepsodent Co., is beaming with pride over 7'2 
Ibs. of son-and-heir which arrived May 19. Scot is the name. 
Alice Anderson of Russel M. Seeds Co.’s Chicago office interrupted a 
recent business trip in the East long enough to say hello to her father, 
George Anderson of Schenley Distillers’ Boston branch. . . 

We get a kick out of these admen-soldiers who’re smart enough to 
keep reminding their friends in the business that they’re still thinking 
of the old days of copy, layout and sales talk. Some time ago we told 
you that Ross H. Wilson, head of Wilson A.A., Cincinnati, was in the 
armed forces, and that the agency would be “stored” until his return. 
By mimeograph he now reports that Capt. Wilson has been shifted to 
the anti-aircraft command and stationed in the Tide Water district of 
Virginia. The agency is still in the closing-up process. . . 


Informative Labels 
to Increase, Say 
Clinic Speakers 


New York, May 26.-— Changi: ¢ 
quantities and qualities of virg yp 
| wool, silk, rayon and cotton in te.- 
tiles used in apparel will force 
wider use of informative labeling 
_during the war, according to indj\s- 
| try and government representati\ es 
|who participated here last week in 
|Parents’ Magazine’s first warti:ne 
| clinic. 
| Speakers at the morning clinic 
and luncheon forum on_ infan:s’. 
children’s, and teen-age fashions 
included H. Stanley Marcus, di ec- 
| tor of the WPB textile division: 
| William Ehrlich, OPA retail trades 
and service division, and Richard G. 
| Meybohm, sales promotion direc‘or, 
|National Retail Dry Goods Asso- 
ciation. 

Labels to be used on each gar- 
ment will tell the name of the {ab- 
ric, its make-up, service, and the 
proper care it should be given. Sey- 
eral sample tags already in use. 
such as Sanforized-Shrunk, Pav ific 
Factag, Crown Tested, and others, 
were shown as illustrations, It was 
emphasized that if higher bracket 
clothes were promoted at the ex- 
pense of the cheaper (necessity) 
clothes, the government would im- 
pose a ceiling on price range. But 
for the moment retailers wil! be 
trusted to direct their advertising 
and general promotion on “what is 
| best to buy” and to curtail rather 
| than increase the demand for goods. 

One of the merchandising aids 
offered by Parents’ to one store in 
|each city adopting its “Tricks for 
_Teens” club is a brown book cover 
| with space for the store’s name and 
address to be imprinted, to use as 
|souvenirs for its teen-age custom- 
ers. The cover carries the clothing 


| . 

,conservation code _ for patriotic 
_ young Americans. Parents’ also of- 
jfers to retailers several cartoons 


| that can be used to promote the 


new wartime materials and designs. 


Begins Furniture Drive 

An institutional advertising cam- 
paign has been voted by Utah Fur- 
niture Association, with every 
| furniture dealer in the state par- 
| ticipating. The campaign — will 
consist of six full-page ads lauding 
\the work done by the furniture in- 
|dustry in the fight to maintain 
civilian morale. 


Two to War Savings Statf 


| The War Savings Staff of the 
| Treasury Department in Chicago 
/and Cook County has appointed Mil- 
| ton Schwartz, Lord & Thomas, di- 
rector of continuity editors, and 
| William Murphy, National Broad- 
casting Company, director of radio 
copy, under Walter Schwimmer, 
program director. 


Like a 4000 mite 


SWITCH 


Like a giant electric switch, 
POWER PLANT ENGINEFR- 
ING spans the continent and 
closes profitable circuits be 
tween buyers and sellers of 
more than 200 kinds of power 
serviee equipment . , « The 
multiplied demands [or 


power in wartime production 
means mow, more than ¢*¢', 
that POWER PLANT ENGI 
NEERING is a “must” me ium 
in a “must” market. 
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ADVERTISING AGE 


Inventory Ceiling 
Causes Furor in 
Retail Circles 


(Continued from Page 1) 


inventories into line without serious 
and that before official 
action is taken their representatives 
will be consulted. .He characterized 
the first draft as “merely the pre- 
individ- 


disorder,” 


liminary thinking of one 
val,” 
“would work severe hardships 


many firms and unduly disturb the 
normal flow of goods into the hands 


of the public and there was no 
tent of 
form.” 


Mr. Craig revealed that the whole 
problem of inventory control will 


be probed at a meeting called 


ARF and the National Retail Dry 


Goods Association, to be held 


New York June 3. The meeting is 
expected to lead to recommenda- 


tions to WPB. 


Would Set Inventory Limi‘ 


Present WPB thinking seems to 


call for the establishment of 


over-all dollar limitation on stocks 
for sale, thus preventing a holder of 


inventories adjudged excessive 


other lines even 
exhausted. 
Should 


this store-wide 


and said he recognized that it 


issuing this order in that 


one line from making purchases in | 
if all stocks were 


ollar | ; 
dolla pre-war level, and that any inven- 


limitation plan be adopted, the i 
mediate result would doubtless 


efforts by large stores. 


| trated 
goods 


on usually 


of which stocks 


ing such merchandise in order 


ing products. 


me 
be 


a substantial increase in advertising 
Such pro- 
motion would probably be concen- 
slow-moving 
are now 
heavy, with a view toward unload- 


to 


get below the dollar “ceiling” and 
thus be able to re-enter the market 
and purchase stocks of faster-mov- 


Retailers are trying to persuade 
WPB to discard its store-wide ap- 
proach in favor of a departmental 


ck 
be 


plan, by which numerous stc 
liquidation difficulties could 
on avoided. If the present plan were 


put in force, many stores would 


in- |? period of months. 


ventories are not nearly as high 
government officials believe. 


by thermore, they contend that i 


in ‘ ee 
merchandisers who laid in stocks 


ders. 
Among the other difficulties p 


pon sented by the proposed limitat 


seasonal merchandise in time 


in | 


booming due to war product 


| ing their inventories cut to so 


The foremost 
ers of pictoria 


War and 
Industry 
Protection and 
Conservation 


your facts 


Economic 


desian- 

h arts 
have prepared a series 
of special war-timely | 
folders containing suq- 
gestions for presenting | 
visually. 


Write for your copy 


2 West 46th Street, N.Y.C. 


|; vented others 
minimum amounts needed to 
|| ply the communities they serve. 


| Tool Account to Kelley 


! campaign. 


are the possibility that some fir 
would be prevented from stocking 


be 


unable to make any purchases for 


Retailers flocking to Washington 
to air their views contend that in- 


as 


Fur- 


m- 


position of any form of limitation 
would merely penalize foresighted 


in 


many cases at the insistence of pro- 
ducers who required immediate de- 
livery to be taken on advance or- 


re- 
ion 
ms 


for 


the fall trade, that business in cities 


ion 


| would be penalized unduly by hav- 


me 


|tory control would lead to false 
“||searcities and hence raise the 
|;spectre of “black markets.” 

1} WPB regards adoption of some 
|;}form of control as necessary be- 
!;cause swollen inventories in the 
I}hands of some stores have pre- 


from obtaining even 
sup- 


Williams Tool Corporation of 
War Facts today. || Canada, Brantford, Ont... has ap- 
Maps: Political, *VISUALFACTS pointed Russell T. Kelley, Litd., 


Hamilton, to direct a business paper 


P-s-t... Talk as You Will—It 
Takes ‘Inside Pull’ in the Tri- 
Cities! 


THE PERFECTLY 
BALANCED MARKET 
rid’s Farm Implement 
pital, home of the Na- 
n's Greatest Arsenal — 
ndustrial payroll 


} nearly a BILLION DOL- 


total- 


ARS annually . . O. 
ETHER WITH 52 of 
Nation's richest farm- 


ounties, now booming 
Food for Freedom” 
duction — served by 


HBF! 


a™ 


ee ae 
item 


Talk about surveys, talk about “second- 
ary” coverage of Rock Island—Moline 
Davenport—the fact remains that SALES 
are your PRIMARY concern in this area 
of 1.741.442 money-making people. And 
you really GET SALES with the “IN- 
SIDE PULL” of WHBF'’s 5000-watt 
local voice. This is proved by our heavy 
schedule of national advertisers (many 
of whom formerly depended on “outside 
voices” with unsatisfactory results). You 
may be missing the generous sales in- 
creases now being made in the Tri-Cities. 
Why not write us for some excellent 
availabilities just coming up—every one 
with proven “INSIDE PULL”! 


Howard H. Wilson Co., National Representatives 
Chicago — New York — Hollywood 
San Francisco — Kansas City 


Basic Fautuc! Network Outlet 


FULL TIMP IDO AR 


Ee 


Ask Complete Ban 
on Red Cross’ 
Name for Products 


(Continued from Page 1) 


hearings last month brought out 
that there are at least 3,500 products 
sold under the Red Cross name or 


ers claim such use started before 
1905, when controlling 
was first enacted. 

The bills now under consideration 
would give these advertisers one 
year from the date of enactment to 
adopt new brand names and sym- 
bols. Penalties for violation are a 
fine of $5,000, and/or a year’s im- 
prisonment. 

Best known users of the red cross 
mark are Johnson & Johnson, which 
holds nine registrations for different 
classes of medical and pharmaceu- 
tical items, A. P. W. Paper Com- 
|pany, United States Shoe Corpora- 
| tion, which uses the mark for shoes, 
and John B. Canepa Company, for 
spaghetti and macaroni products. 
One J & J official has already pro- 
tested against the proposed legisla- 
tion at secret hearings of the com- 
mittee. 


A. P. W. is involved with another | 


department of government as a re- 


sult of its Red Cross trademark. 
Registered in 1911 and used since 
1897, the company filed with the 
Federal Trade Commission _ this 
week its answer to a recent com- 
plaint charging misrepresentation 
The answer denies that FTC has 


jurisdiction over the matter. 
American Red Cross Chairman 
Norman H. Davis told the House 
committee this week that Red Cross 
trademarks have been widely mis- 
used by many advertisers, who have 
construed the language of a 1910 
law to permit the marking of en- 
tire lines of products with the sym- 
bol so long as one member of the 
line bore the mark prior to 1905. 


Patent Office Interpretation 


The Patent Office has apparently 
so construed the phrase limiting ex- 
tension of use to products “for the 
same purpose and for the same class 
of goods,” since numerous grants 
have been made in recent years. 
A. P. W. for example, received in 
1934 the right to extend its toilet 
tissue mark to cover paper towels, 
on the reasoning that both are made 
|from wood pulp and hence are in 
| the same class. 
| Mr. Davis said that no firm will 
| be put out of business if deprived 
lof the Red Cross mark, and said he 
| was “unable to believe they would 
suffer any serious injury. On the 
|contrary, I have been told by ad- 
vertising experts, and confidently 
believe, that if the present user... 
would go to the American people 
land tell them they have changed 
| their trademark out of deference to 
| the requests and needs of their gov- 
ernment and the Red Cross, they 
|would acquire additional goodwill 
| for their products that would more 
|than offset any possible advantage 
/through continued use of the same 
in the light of the expressed views 
of the interested government de- 
partments and the Red Cross. 

“However fortuitous the original 
selection of the emblem as a brand 
may have been, every manufacturer 
must realize that the ultimate suc- 
cess of his business depends upon 
the quality of his product and not 
upon the mark under which it is 
sold. American manufacturers, who 
make use of the symbol on mer- 
chandise sold within the United 
States, are prohibited by law from 
marketing their wares in foreign 
countries under the Red Cross em- 
blem. They use different names or 
marks, and with profit.” 

Judging by questions addressed 
to witnesses thus far by committee 
members, the House group is re- 
luctant to accept the administration 
view because of the damage which 
would result to numerous advertis- 
ers. One senator and one congress- 
man, both from New Jersey where 
J & J has headquarters, have cham- 
pioned the advertisers’ rights and 


opposed the legislation. 


symbol, and that over 200 advertis- | 


legislation | 


Coca-Cola, ‘Pepsi’ 
End 4-Year-Old 
Trademark Battle 


New York, May 26.—The Coca- 
|Cola Company and Pepsi-Cola Com- 
pany today announced a settlement 
j}ending all trademark litigation be- 
| tween the two companies, which 
|had been carried into courts 
throughout the Western Hemisphere | 
|during the past 11 years. 
| The settlement followed the ves | 
ifeent decision of the Judicial Com- | 
mittee of the Privy Council, highest | 
|court in the British Empire, that the 
|trademark “Pepsi-Cola” does not 
| infringe upon the trademark “Coca- 
Cola.” (ADVERTISING AGE, March 23.) 

Walter S. Mack, Jr., president of 
Pepsi-Cola, in a statement released 
for both companies, announced that | 
the litigants had agreed to settle all | 
controversies and trademark dis- | 
putes between them. Mr. Mack | 
stated that all litigations pending 
throughout the world are to be dis- 
| missed without cost to either party. 
| The recently-concluded series of 
|court actions in the United States, 
|}Latin America and Canada began in 
| 1938, when the Canadian subsidiary 
lof Coca-Cola brought suit alleging 
that Pepsi-Cola had infringed on 
the Coca-Cola trademark. A lower 
court ruling on behalf of Coca-Cola 
was reversed by the Canadian su- 
preme court in 1939. This decision 
was then appealed to the Privy 
Council, British Empire court in 
London, which ruled in March that 
Pepsi-Cola did not infringe upon 
the Coca-Cola trademark. 

In the Canadian litigation Pepsi- 


Cola contended that its competitor 
had no right to register the word 
“cola” because it is an ingredient 


used by a number of bottlers. 

Chancellor W. W. Harrington of 
the court of chancery, Wilmington, 
Del., recognized the same basic ar- 
|gument, that “cola” has now become 
ja generic term for a_ well-known 
type of soft drinks, in dismissing 
a Coca-Cola suit against Nehi Cor- 
poration, maker of Royal Crown 
Cola, last March. (AbDVERTISING AGE, 
March 30.) 


jmer spot 


|will be 


Tinkling Ice to 
Mark Radio Drive 
for Coffee Group 


New York, May 26.—Sonovox 
records, simulating the sound of 


tinkling ice, will be used by Pan- 
American Coffee Bureau in a sum- 
radio drive scheduled to 
in June. The announcements 
available to local roasters 
to advertise individual brands all 
over the country, except for five 
cities in which the bureau itself 
will conduct an institutional iced 
coffee campaign. 

Pan-American’s institutional drive 
will consist of 20 spots a week over 
16 stations located in New York, 
Chicago, Boston, Los Angeles and 
Detroit. Electrical transcriptions of 
these announcements will be made 
available to roasters at cost, and 
may be used anywhere except in 
the above five markets. 

Last winter the bureau sponsored 
Mrs. Roosevelt over 114 outlets of 
the Blue Network, in addition to 
using color insertions in six maga- 
zines. Mrs. Roosevelt's program 
went off the air April 5, shortly af- 
ter Latin-America coffee deliveries 
were curtailed. Buchanan & Co. is 
the coffee bureau's agency. 


WAR 


NEW PROBLEMS 


We have been solving problems in 
the complex New York market for 
25 years. We are helping manufac. 
turers and their advertising agencies 
through our specialized technique 
to protect their franchises and main- 
tain good-will for their products. 


start 


What are your problems? Per- 
haps we can help you solve them! 


OSEPH , JACOBS 


JEWISH MARKET ORGANIZATION 
6 EAST 46TH ST., NEW YORK 
MURRAY HILL 2-6995 


He brings the 


} the test 
They save you 


Effective? 


Address the 


From brands that meet 


For, as you know, 
Advertised brands are best! 


| Simple little jingle, isnt it? 
the picture of a newspaper carrier salesman 
and addressed to the consumer, it 
selling weapon for advertisers in the columns 
of the Journal and Sentinel. 


In a series of advertisements that have created 


We think so... 


proof that others, lots of others, 


We'd like to send you tear sheets 


news 


So you can choose 


“dough” 


Running under 


is an added 


widespread comment from advertisers, agencies 
and sales managers, these newspapers are ad- 
vertising ADVERTISING . . 
additional SELLING spotlight on campaigns 


focusing an 


appearing on the Winston-Salem market. 


. and have the 
think so too! 


of this series. 


JOURNAL and SENTINEL | 


in Winston-Salem, North Carolina 


National Representatives: KELLY-SMITH COMPANY 
NBC Radio Station WSJS—-NBC 
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ADVERTISING AGE 


een as Brand Study Expands 


‘Liberty'-Crossley 
Findings in Louisville 
Parallel Syracuse 


[Editor’s Note: This is the third 
of a series of reports, appearing ex- 
clusively in ADVERTISING AGE, high- 
lighting the findings in the Liberty- 
Crossley Continuing Consumption 
Index, which was launched in Syra- 
cuse two months ago and which is 
being extended to other selected 
cities. 

The Index is an actual measure- 
ment of consumption of food, 
kitchen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither 
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|an opinion nor recall check nor “in- 


ventory.” Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the 
selected homes. 

Material thus far presented has 
already shed light on some perti- 
nent elements of brand loyalty and 
indications are that the expansion 
of the project will furnish hitherto 
unavailable clues to knotty adver- 
tising and merchandising problems. 
Of particular importance are the 
up-to-the-minute glimpses of shift- 
ing habits resulting from war con- 
ditions. Everett R. Smith, research 
director for Macfadden Publications, 
is cooperating with ADVERTISING AGE 
in offering interpretive comments on 


the more important findings as 


| they come to light.) 


By EVERETT R. SMITH 


| Extension of the Liberty-Crossley 
| Continuing Consumption Index from 
Syracuse, N. Y., to other cities, has 
already singled out some interesting 
|parallels in the proportion of fami- 
\lies using certain important com- 
/modities. The Index is now operat- 
ing in Louisville, Ky., Grand Rapids, 
|Mich., and Pittsburgh and is just 


getting under way in Portland, Ore. | canned milk, etc. 


Preliminary tabulations of 
first four weeks of operation in 
| Louisville point to a pattern fairly 
close to that previously drawn dur- 
jing a similar period in Syracuse. 

For example, at the end of four 
/weeks in Syracuse, coffee contain- 
ers, labels, used packages, etc., had 
been picked up in 87.9 per cent of 
che homes, and at the end of four 
weeks in Louisville the percentage 
was 90.9. In the case of flour, the 
figures were 57.0 for Syracuse and 
|57.3 for Louisville. On certain other 
litems there were larger differences; 
for instance, canned fruit for Syra- 
cuse was 86.0 and in Louisville 81.8, 
| while canned vegetables in Syra- 
| cuse were used in 96.3 per cent of 
ithe homes and in Louisville in 100 
per cent. 


Fairly Close Parallels Shown 


It will be remembered that in the 
case of many products the number 
of using families increased after 
four weeks. However, for many of 
the products listed below, the pro- 
portion of using homes at the end of 
four weeks approached closely the 
total number found at the end of 
eight weeks. In the case of coffee, 
the number of using homes in Syra- 
cuse at the end of four weeks was 
87.9 per cent, and at the end of 
eight weeks was 93.3 per cent. 

In the case of some products, dif- 
ferences undoubtedly have already 
| appeared, or will appear, because of 
‘seasonal variations or because of 
geographical differences resulting in 
altered consumption habits. How- 
ever, the significant point is the 
fairly close parallels shown in ac- 
companying Table I, compiled by 
|the Crossley organization for Lib- 
erty Magazine. 

Regardless of whether this table 
can be considered a verification of 
\the thoroughness and validity of 
|this type of study, it certainly does 
| present a rather dramatic bit of evi- 
dence of the “oneness” of America. 
| Here are two cities in distinctly dif- 
ferent sections of the country, dif- 
ferent in composition and many 
| other respects; yet both of them run 
about the same in the of 


use 


|One might well say, “This is Amer- 


lica” — where national 


advertising 
has played a big part in making a 
unified country with similar habits 
and thoughts. 

That this unity is not only geo- 
graphical, but cuts up and down 
across the different social levels, is 
indicated by some further figures 
compiled from five-week totals in 
Louisville. 


Use Is Fairly General 


Tabulations are being compiled 
and reported on a total of 57 differ- 
ent types of commodities; something 
of their variety and extent was sug- 
gested in the listing in the first of 
these reports in the March 30 issue 
of ADVERTISING AGE. Naturally, 
not all of these commodities are 
used by all families. There are va- 
riations, in different areas and in 
different social-economic groups, in 
the particular types of products 
which they use. 

Some used laundry flakes, but not 
cake soap; some used coffee, but no 
soft drinks; some used no _ face 
powders, some no toilet soap; some 


used no_ shortenings, others no 
But the average 


the | family used from 44 to 52 per cent 


|of all the 57 kinds of products. And 
the variation in 
|the different income groups was not 
| great, as seen in the following table 
|of the per cent of the 57 used by the 
average of families in each income 
group (A and B are upper, C is 
upper middle, D lower middle, E 
lowest): 


Percentage of Use—57 Products 


Per cent 
8 ree rr rer 51.2 
a hg ac Ws . « OBS 
na ele Be .. 49.0 
SS ee ee eee 44. 


The A and B income groups have 
been combined in the above table 
to present a larger sample. The 
total Liberty-Crossley C.C.I. panel 
is distributed exactly on the propor- 
tion of Louisville as a whole, which 
gives us this distribution: for the A 
and B Group—11.8 per cent; for the 
C Group—40.1 per cent; for the D 


Group—23.6 per cent, and for the | 


E Group—24.5 per cent. 
One Difference Noticeable 


Again, not only does this 
“This is America,” but it points out 
to the advertiser the widespread use 
of branded, trademarked and ad- 
vertised products up and down the 
social and economic scale. It em- 
phasizes the opportunity and incen- 
| tive for sales which already exist in 
every level. 

One difference between the vari- 
ous economic groups, however, is 
noticeable to one who rides around 
with the collector. The bags col- 
lected from the middle class and 
lower middle class homes are usu- 
ally considerably larger than those 
from the top income — groups. 
Whether this is caused entirely by 
larger families or by larger appe- 
tites as far as foods are concerned, 


is something which will be de- 
veloped in further analyses. 
These analyses will be possible 


with the larger sample which will 
be available when the figures from 
more cities are added to those from 
Syracuse. At that time we shall be 
able to show combined totals of the 


| terest has been expressed in multi- | Syracuse. 
branded and labeled merchandise. | 


June 1, 1942 


several cities as well as comparisons |sented. We are now approaching 
between them. From the combined | the point where we shall have tha: 
totals we will have an adequate | Within a week or ten days we shi'| 
sample for more and finer break- | have before us for study completed 
downs. \figures on similar eight-week p.- 
7 iriods in Louisville and Grand 

Shows Multi-Brand Usership | Rapids for comparison with, and | 
Meanwhile, however, so much in-| addition to, the eight weeks in 
Very shortly thereafte 
brand use in relation to various |there will be available similar d. | 


article, charts showing the distribu-|other words, the study is now 
tion of non-user and user families | reaching a point of expansion where 
for each of several products as 
found in 8 weeks in Syracuse. Each | 
chart indicates the per cent of non- | 
using families, then the proportion 
which used only one brand, those 
which used two brands, those which 
used three brands, etc. In our last 
article it was shown that of the| 
families using toilet soap, 83.7 per 
cent consumed more than _ one 
brand, 28.6 per cent used two) 
brands, 23.5 per cent, three, 19.4 per 


r 

| 

products, that we present with this | for Pittsburgh and Portland. [np 
0 

€ 


it will become increasingly sign ‘i- 
cant. This data will be studied «nd 
analyzed just as rapidly as poss) )le 
by Liberty Magazine for presen a- 
tion in its broader aspect in ‘he 
pages of ADVERTISING AGE nd 
for the delivery of detailed nad 
specific breakdowns to adverti. ers 
and agencies who may desire them 

Magazine data are now being c.m- 
piled for Louisville, after com: \e- 
tion of experiments in that field jn 


TABLE II 


Showing Percentage of Homes Using and Extent of Multi-Brond 
Buying for Additional Products, as Revealed by the Eight-V ek 


numbers used by | 


3 | which 


Say | 


TABLE I 
Differences and Parallels in Percentage of Families Using Certain 
Types of Products in Two Widely Separated Cities 


Percent of Using Families 


Coffee ad 
Laundry flakes 
Shortening 

Flour 

Canned fruit 
Canned milk 
Paper products 
Canned vegetables 
Cleansers 

Toilet soap 


4d Weeks 
Syracuse Louisville 

imeh eadkee sera 87. 90.9 
86.9 95.5 

62.6 77.3 

7.0 7.3 

86.0 81.8 

57. 66.4 

86.0 80.2 

96.3 100.0 

69.2 58.6 

93.5 97.3 


Study in Syracuse 
Per centof Maximum 


| Per cent of Multi- No. of 
Total Homes Brand Brands in 
| Product Using Families Any Home 
_ Cheese and cheese spreads............ 75.0 38.5 3 
RE itera 2 yal gid aes taais stack: Ac €108 Vine 75.0 64.1 6 
kh. PRPOPPRELERTCRETT OT CTTELET TERT eee 66.3 49.3 4 
Dried fruits and vegetables............ 779 51.9 5 
a re ee 40.4 38.1 x 
Ee ae ee ree 45.2 53.2 7 
rrr re 98.1 98.0 19 
aes ai es ge hee OD 61.5 43.7 7 
Ee er eee 52.9 40.0 5 


| cent, four, and 5.1 per cent, six. The |Syracuse. Each week the collector 
;accompanying chart graphically | personally checks and records the 
|presents this picture. The other | issues then in the home and cur- 
icharts present the same data for|rently available for reading. This 
other important products which/|covers a list of 13 leading maga- 
| have been chosen as presenting dif- | zines. 
\ferent product fields and also in| At the end of the third week in 
some cases because of the interest- | Louisville, copies of one or more of 
ing variations. these 13 magazines were recorded 
More Multi-Brand Data for 73.6 per cent of the 


of the many requests 
have come to us following 
the publication of the tables in the 
April 27 issue of ADVERTISING 
AGE, we are presenting herewith 
Table II, on use and brand variety 
for some additional products. For 
each product Table II shows the 
per cent of total homes using, the 
per cent of multi-brand families and 
the maximum number of brands 
;used in any home during the eight- 
week period. These figures again 
are for city of Syracuse only, and 
for the eight-week period previ- 
|ously discussed. 


homes 


| Because 


In Cleveland 
THE HOLLENDEN 


| There is a tremendous amount of 
further interesting data developing, 
and in the next article in ADVER- 
TISING AGE some of this will be 
| introduced. Those who have been 


In Columbus 
THE NEIL HOUSE 
In Akron 
THE MAYFLOWER 


very anxious for the further data ain ene 6 
ifrom the Liberty-Crossley C.C.I. In Corning, N. Y. 
have understood with us that it THE BARON STEUBEN 


would be entirely undesirable to 
inake these additional breakdowns, 
jand certainly to draw any conclu- 
|sions, even tentative, until we had 
}a larger and wider sample than that 
on which figures have been pre- 


. ' 


THEO. DeWATT PRESIBENT 


PAT NORTH STATE ~ CHICAGO, IL. | 
TELEPHONE SUPERIOR 6716-17-83 
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BRAND LOYALTY PATTERNS AMONG CONSUMERS AS SHOWN BY EIGHT- WEEK STUDY IN SYRACUSE 


ft LAUNDRY SOAP Li COFFEE 


(Bars and Cakes) 


Percent of Total Homes 
- Interviewed - 
Percent of Total Homes 
- Interviewed - 


B 


w 
2 
G 
7) 
oO 
™m 
WwW 


- NUMBER OF BRANDS FOUND - ~ NUMBER OF BRANDS FOUND - 


4 5-7? B&overl | Brands O | 2 3 & 5-788 wer 


TOILET SOAP 


o 

rH 26.9 

> > 22.1 

se 18.3 

°< 15.4 

a d 11.5 

s a 

= 5.8 aE ik 3 1 

r 0.0 

Brands 0 | ed 4 5-7 8&8 over 


- NUMBER OF BRANDS FOUND 


a $50,000 Consumer 


Agencies Vie for 


SHORTENING 


Co-op Account 


| New York, May 27.—Selection of 


an advertising agency to handle the 
‘“ , $50,000 educational campaign which 
y will be sponsored by consumer co- 
a operatives starting next fall, will be 
38 made within a few weeks, it was 
<4 learned here today. Presentations 
Se |have been made by New York and 
¥ 'Chicago agencies and final decision 
Vv . 
is now in the hands of the Coopera- 
a . 

tive League of the U. S. A. 


Brands 0 | 2 3 & 5-? GB over || The co-op campaign is expected 
| to go into radio exclusively and will 


- UVB 87 f) IND - 
NUMBER OF BRANDS FOUND be the biggest promotional push ever 


er. LAUNDRY FLAKES f CEREALS 


Chips and Granules 


(Ready ) 
n o 
é, 5. 
=o — 
7 3% 33 
$3 . £5 
- > = > 
) ow ow 
c c 
he => 
3° S 
s | 5.8 5 
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Brands 0 3 & over Brands 
aitie OF Sau “a - NUMBER OF BRANDS FOUND 


\ 


CANNED SOUPS 


Percent of Total Homes 
- Interviewed - 


Brands 5-7 8 8 ov 


NUMBER OF PRANDS FOUND 


| mov ement. Funds have been raised 
by means of stamp sales to local co- 
CANNED FRUITS ops. is 


| undertaken by the cooperative 


It is understood that the $50,- 
000 goal is virtually assured. 
What form of program will be 


sponsored and when the schedule 
j | will get under way will be deter- 
Ss /mined before the end of June. 
3% | 
es 
%3 | 
<- 
e®' 
: al. mm OSurTalo’s Un ea 
Z af | 
Brands 1 or | | . 


NUMBER OF BRANDS FOUND 


A quick picture of the brand pattern discovered for eight representative products in the eight-week Syracuse study 


In each case, the striped bar represents non-user 


families, while the others, in order, show those using only one brand and those using two or more brands of a particular type of product during the eight-week period. It . 
should be noted that percentages for single and multi-brand homes given here differ from those presented in an earlier article because the percentages shown here are for | - “i 
“all homes,’ whereas those previously presented were for ‘user homes only. 4 
- These are number of copies on hand| Among the numerous questions|the same family at a later date, at s 4 5 


1 and available for reading (living|asked in regard to this study 


e room, etc.), and may include more| whether the cooperating families 
‘. than one issue for a single maga-|are being paid in any way for this 
is zine. |work. There is no compensation of 
\- The average number of copies of | any sort, either in payment, prizes 

the 13 magazines per home, by in-| or anything else. The only thing 
in come groups, found in one week,| which might be considered a form 
of present this interesting table: \of compensation is that the recept- 
Te Income Group Copies | acles which are placed in the home 


- 
2 
) 


\for the collection of the containers, 


= EE rrr 9.2 |wrappers, labels and the like, are) 
tie als Grae eee eRe ee 7.1 permanently left with that family. 
AT ere ey rere: 4.4 However, this is not entirely a gift 
DPLcckGhane case cca hae ed 4.2 |because the survey will return to 

aa eat ae ee ee eee eee ee ee ee ee ee oe oe 


Food Product 
| Wanted 


i] 

I 

1 

AAA-1, 60-year-old food product manu- 
i facturer, having national distribution 
through own branch house system, is 
i interested in obtaining an additional 
I food product for complete or partial dis- 
tribution. Offering weekly sales and 
1 delivery service, this company is com- 
- pletely equipped to handle perishable 
, or semi-perishable products. Owing to 
| 

I 

1 

1 

1 

| 

I 

| 

1 

I 

1 

1 

| 

I 

' 


i 


— 


the tremendous good-will this company 
enjoys with all types of grocery trade, 
chains, co-operative and independent 
outlets, and because of its high reputa- 
tion, only a product of unimpeachable 
quality and future will be considered. 
Please address your correspondence to 
P. O. Box 477, Chicago, Illinois. 


which time collections from the re- 
ceptacles will be made again. 


Given to Agencies 


Apart from the general readiness 


and willingness of families in every | 


social and income level to cooper- 
ate, as described in the previous 
|article, is the fact that they are very 
glad to have a simple method by 
which salvageable material will be 
|turned over to the proper agencies. 
This is being done regularly in 
each city, and in these cities the 
Liberty-Crossley C.C.I. has the full 
cooperation of defense and salvage 
collecting organizations. In cases 
where the salvage material is sold 
to junk dealers by the local director 
of the operation, the payment re- 
ceived is turned over to the local 
defense council or other war organ- 
ization. 


Special Sale Copy 
for Canada Dry 
in 20 Cities 

New York, May 27.— Following 
introduction of a special bargain 
offer for Canada Dry club soda on 
the West Coast, copy has been ex- 
tended to include other cities 
throughout the country, it was 
learned today. The campaign calls 
for 580-line newspaper insertions 
featuring two 15-cent bottles for 25 
cents. 

Fifteen Coast cities, extending 
from San Francisco to Los Angeles, 
have received the special copy. In 
Midwest markets, newspapers in 
Waukegan, IIl., and Pontiac, Mich., 
have carried the offer, while in the 
|East the schedule includes Wilkes- 
|\Barre, Poughkeepsie, Washington 
land New York dailies. 

J. M. Mathes is the agency. 


Razor Stocks Frozen; 
. . 
Victory Model’ Due 

Stocks of safety razors in the 
hands of manufacturers and job- 
bers have been frozen by the War 
Production Board in order to insure 
meeting the needs of the armed 
forces. Retail stocks or sales are 
not affected. The Army alone will 
require 700,000 razors a month for 
the next two months. 

The freeze order was made neces- 
sary by the inability of manufactur- 
ers to uncover a substitute to replace 
copper. The Army has requested 
that manufacturers develop a razor 
with a plastic handle and guard 
with a steel or zinc cap. No deci- 
sion has been reached as to whether 


usual brand names will be dropped | 
in favor of a “Victory” label on this | 


ersatz model. 


| ment. 


Cigaret Companies | Oe 
Announce Summer ae 
Air Replacements © RADIO MAP 


New York, May 27.—Brown & 
Williamson Tobacco Corporation 
will replace the Red Skelton show 
with Tommy Dorsey and his orches- 
tra starting June 16. Skelton, who 
is heard Tuesdays, over NBC-Red 
from 10:30 to 11 p. m., EWT, will 
go on his vacation after the June 9 
broadcast and return to the ail 
early next fall. The Dorsey series, 
to be aired at the same hour, will 
offer listeners an opportunity to win 


war bonds. Zi Mri 
Russel M. Seeds Company is the ae cae 


agency. 
Trio Returns 


Pillsbury Flour Mills Company 1520 
will sponsor “Clara, Lu and Em” 
over 14 CBS stations beginning June 


8. The program will be aired Mon- 


days, Wednesdays and Fridays from BASIC pel 


11 to 11:15 a. m., EWT, for Pillsbury 


products, but will not be heard in NETWORK STATION 


New York. McCann-Erickson is 
the agency. 


Macfadden Signs 


Macfadden Publications has re- 
turned to CBS, after an absence of 
three months, sponsoring “The Hu- 
man Side of the News” with Edwin 
C. Hill. The newscast, aired for 
Liberty, is heard over 19 CBS sta- 
tions on Wednesdays and Fridays 
from 6 to 6:10 p. m., EWT. Erwin, 
Wasey & Co. is the agency. 


Changes Show 


Effective June 29, R. J. Reynolds 
Tobacco Company’s “Blondie,” aired 
over CBS, will be shelved tempo- 
rarily and be replaced with a new 
musical show starring Vaughn Mon- 
roe and his band. “Blondie” is 
broadcast for Camels over 79 Co- 
lumbia outlets from 7:30 to 8 p. m 
EWT, and will bow out June 22. A 
new orchestra will be procured for 
Bob Hawk’s “How Am I Doin’’ 
quiz to replace the Monroe band 
currently heard on that show. Wil- 
liam Esty & Co. is the agency. 


WLBZ Increases Power 

WLBZ, Bangor, Me., NBC-Red. 
network basic supplementary outlet | 
at present operating with 1,000- 
watt day and 500-watt night power, 
will increase its power to 5,000 
watts both day and night, effective 
June 11. 


Lewitus to Merck BUFFALO 
Victor Lewitus, formerly with 

Hoffmann-La Roche, Inc., has joined BROADCASTING CORPORATION 

Merck & Co.’s New York office as a 


writer in the advertising depart- fe gate ere ogg 
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ie 
|transportation advertising industry | 


Uniform Rate 
Structure Seen for 
Transit Advertising 


(Continued from Page 1) 


ing of executive offices for the asso- 
ciation at 220 E. 42nd street, and 
the appointment of Philip J. Ever- 
est as full time assistant to the} 
president, at a luncheon attended 
by directors of the group here yes- 
terday. Mr. Everest was formerly 
vice-president of Frank Best & Co. 

Pointing to steadily increasing | 
transit advertising billings during | 
the first quarter of this year, 
Lackey cited gains of 16 per 
over the previous year in January, 
19 per cent in February, 21 per cent 
in March, and nearly 24 per cent 
in the latest week reported, 
week ended May 15. 


He also predicted that increases | °@'TYing 


| advertisers, 
‘rates and discounts, the elimination 
lof “local-national rate differentials,” 


will be equality of treatment to all 
the publication of all 


and the recognition of advertising 
agencies, with the standard 15 per 
cent agency commission being 
adopted by all operators. 


Outlines Basic Policies 


In outlining the research and 
analysis program Mr. Lackey said, 


|The association is concerned solely | 


with service to advertising. It is 


|primarily an organization for initi- 


ating and maintaining standards of 
advertising practice and for provid- 


ling basic and uniform information 


for advertisers. It supplied a defi- 
nite need in that there has been 


Mr | previously no central source of the 
‘ont | data required by the potential buyer 
cent | 


of space in cars or buses or sta- 
tions.” 
The membership of the associa- 


the | tion now includes operators control- 
\ling 85 per cent of the vehicles 


advertising and 90 per 


in rapid transit, bus, and suburban | cent of the gross volume of adver- 
traffic travel due to the war would tising placed in transportation ad- 


bring 1942’s total of riders to) 
17,000,000, exceeding 1929's figure | 
of 15,000,000. 

Some of the basic policies that 
will guide the members of the 
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Here’s Helpful FREE 
Booklets on 


‘WHAT TO SAY”’ 


in Your Advertising to Specific 
Business and Industrial Fields 


Mechanical Design 
(1 What Mechanical Designers Want 
in Advertising Copy Today. 
Design Activity Under War Pro- 
uction, A January 1942 survey. 


Metal Working 
(C0 Questions —in the minds of metal- 
working production men today — and 
how advertisers are answering them 
in AMERICAN MACHINIST. 


Electrical 
a “KNOW HOW” Advertising is 
elping to Win the War. Examples 
from current issues of ELECTRICAL 
WORLD. 
(0 How manufacturers are helping 
solve the problems of Electrical Con- 
tractors and men in charge of elec- 
trical departments in large plants. 
Actual advertisements from ELEC- 
TRICAL CONTRACTING. 
(0 Technical and practical data on 
the vastly expanding electronics field. 
“What to say” suggestions for ELEC- 
TRONICS’ advertisers. 
Construction 
What Advertisers Are Saying to 
t Engineered Construction Industry 
Today. Actual examples of how man- 
ufacturers are making their copy in- 
formative and productive. 
Engineers and Contractors Tell 
hat They Want to Know About 
Building Products. 
Mining 
0 War Talks on Advertising to Es- 
sential Mining. How manufacturers 
are helping mining men meet today's 
problems. 
Power 
00 The kind of advertisements that 
will interest, and be helpful to, engi- 
neers, chief engineers and power con- 
sultants. 
Power Engineers Tell What They 
ant to Know About Mechanical 
Transmission Equipment. 
Textile 
( How Editors and Advertisers are 
contributing to the Win-the-War Pro- 
gram—in TEXTILE WORLD. 
Chemical 
What Chemical Engineers Want to 
now About Your Products. 
How to Develop Advertising that 
licks With Chemical Engineers To- 


day. 
Food 
A Guide to Effective FOOD IN- 
STRIES Advertising. 


aGa 

FOR COPIES just check the sub- 
jects you are interested in— clip 
this ad to your letterbead — and 
mail to: 


McGRAW-HILL PUBLISHING CO. 


330 West 42d Street, New York, N. Y. 


vertising — including posters on 
mass transportation properties. 

The directorate of the group in- 
cludes representatives of National 
Transitads, which controls approxi- 


mately 20,000 of the 75,000 transit | 


units in which advertising space is 
available; New York Subways Ad- 


| vertising, with 8,500 units; Chicago 


| 5,000 


Car with 
and Chicago bus 
and Chicago “L” units; Nationwide 
Bus Advertising, with 4,500 units 
and a number of smaller operators. 

The majority of the present trans- 
portation advertising operators se- 
cured their franchises and began 
operation as individual firms fol- 
lowing the voluntary bankruptcy of 
seven of the major Collier compa- 
nies in 1940, after the death of their 
founder. No coordinating body for 
policies and information has existed 
since that time. 


Advertising Company, 
New York 


| Brinkley Death 


|station also 


Recalls His Role 
in Broadcasting 


San Antonio, May 27.—With the 
death of Dr. John R. Brinkley, fa- 
mous rejuvenation expert who built 
up—and subsequently lost—a _ tre- 
mendous fortune by peddling gland 
operations by mail and radio, the 
broadcasting industry closed its 
books on one of the most trouble- 
some characters to cross its path in 
its short but not unexciting history. 


One of the first to recognize the | 


power of the spoken word in reach- 
ing the afflicted, the Kansas gland 
expert poured his philosophy out 
over the air from his own station in 
Milford, Kan., to such good effect 
that he acquired two hospitals, a 
super-palatial home, three yachts, 
an airplane, and what have you. At 
the height of his fame, during the 
late °20’s, he was reputed to have 
an income of something like $30,000 
a week. 


| 


Karker; Lunding 


New President 


New York, May 27.—Three top 
executives of Jewel Tea Company, 
who have been responsible for the 
major marketing, sales, and adver- 
tising innovations of the large 
“house-to-house” grocery organiza- 
ition during the past two decades 
|/were advanced in an election held 
by the board of directors here yes- 
‘terday. 
| Maurice H. Karker, president 
‘since 1924, became chairman of the 
board of directors. 
| John M. Hancock, president from 
| 1922-24, and since then an active 
|partner in Lehman Bros., 
| street banking house, and a director 
of Jewel Tea, was named chairman 
of the executive committee. 

Franklin J. Lunding, for the past 

10 months executive vice-president 
in charge of the Jewel Tea retail 
|stores in Chicago, was promoted to 
president of the corporation. 
Mr. Karker and Mr. Hancock 
both entered Jewel Tea in the 
| period immediately following World 
|War I. after careers 
Navy supply and purchasing serv- 
ices. 

During Mr. Karker's presidency 
Jewel moved from 
highly publicized “Jewel Park” lo- 
cation near suburban Barrington, 


Ill., entered the chain store field for | 
and undertook the | 


the first time, 
long-range “four year plan” calling 
for doubling sales from $25,000,000 
to $50,000,000 by 1944. 

Mr. Lunding joined Jewel as gen- 
eral counsel and attorney in 1931, 
but has devoted himself almost en- 
tirely to the merchandising, sales 
training, advertising and expansion 
plans of the Jewel Food stores in 
| Chicago during the past eight years. 


Consistent newspaper advertisers 
during this period, the Chicago 
|stores have veered from general 


|chain store practice in concentrating 
}copy on service, quality and other 
| institutional themes, rather than on 
price. 

FRED H. RALSTON 

| Coral Gables, Fla., May 26.—Fred 
H. Ralston, veteran agency execu- 
tive and former publisher, died at 
his home here Monday after a long 
illness. 

Mr. Ralston, who was 73, retired 
six years ago as president of the 
Chicago agency which bore his 
name. Before establishing his own 
company, he served as advertising 
|manager for former Butterick pub- 
lications, was for a time editor of 
the Chicago Herald - Examiner and 
published a group of farm journals, 
in which he was credited with being 
the first to use color advertising. 


JAMES A. SCOGGIN, JR. 

Victoria, Va., May 25.—James A. 
Scoggin, Jr., editor and publisher of 
the Victoria Dispatch, died yester- 
day at the Johnston-Willis Hospital 
in Richmond, following an illness of 
several months. 


When his Kansas medical license | 


was revoked and his broadcasting 
fell under a ban, Dr. 
Brinkley moved to Del Rio, Tex., 


j}and built, just across the Mexican 


_tinent, 


border, the most powerful radio 
station on the North American con- 
using 700,000 watts power, 
and thus projected a super-power 
argument in the United States 
which has not yet entirely died 
down. The Brinkley station, XERA, 
beamed on the United States, was 
so powerful that it was heard as 


/easily as local stations all through 


the Midwest and West, and in 
many instances its signal drowned 
out those of stations hundreds of 
miles closer to the receiver. 

XERA was eventually cut down 
to 500,000 watts, and a year or so 
ago disappeared from the broadcast- 
ing scene. 


Mid-Town to Weinberg 


Milton Weinberg Advertising 
Company has been appointed to 
handle advertising for Mid-Town 


Catering Company, Los Angeles, 
largest Western restaurant chain. 
The company will sponsor a five- 
day-a-week news program over 
KFI, Los Angeles. 


FRANK SHOWERS 

Indianapolis, May 25. — Frank 
| Showers, representative for several 
business papers in Indianapolis, in- 
cluding Southwest Hardware and 
Implement Journal and Hoosier 
Farmer, died at his home here May 


18. At one time he was connected | 


with the Chicago office of Standard 
Farm Papers. 


JULIAN W. HARKER 

Atlanta, Ga., May 26.—Julian W. 
Harker, 42, advertising salesman for 
the Southern Agriculturist, died 
May 20 in a private hospital after a 
short illness. 


J. S. HARRINGTON 

Greenwich, Conn., May 26. — 
James S. Harringon, 49, former 
newspaper advertising executive in 
Rhode Island, died May 15 after a 
brief illness. 

Mr. Harrington, a native of Provi- 
dence, joined the advertising staff of 
the Providence Journal after serv- 
ing in the U. S. Navy during the 
first World War. He later became 
advertising manager of the Daily 
Call, Woonsocket, R. I., and pub- 


Wall | 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


$4.75 per inch. 


ee 


EulsiG 


Market 


The rates for this department are as follows: 
Wanted,” 


— 


“Representatives Wanted,” ang 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in, 


HELP WANTED | 


SIGN AND DISPLAY MEN—To han-| 
dle diversified line of signs and dis- 
plays in glass, wood, cardboard, 
plastic and composition board. Prefer 
those able to make own drawings and 
sketches, suitable to silkscreen proc- 
essing. Exclusive territory and liberal 
commission rates. Address— 
Dura-Products Mfg. Co. 
Canton, Ohio 


BUSINESS OPPORTUNITY 


Established trade publisher will buy | 


in the U. S.| 


Chicago to its) 


for cash one or two good papers with 
promising future, 
Box 3702, ADVERTISING AGE, Chgo. 


| relations. 
| Chicago. For interview addres 
| ~ . 7. . — . . 

' Box 3701, ADVERTISING AGE, « 


POSITIONS WANTED 


LOOKING FOR GENIUS? 
this! No 14 caret genius; but 
good!!! Layout, production, et: ! 
fer write copy. Over year under 1 
agency head. Rush offer or «4 ery 
No miracle pay! Ready short ler 
Age 22, draft exempt. 
37 


Don't vead 


Box 03, ADVERTISING AGE, go 
Competent advertising writer and 
merchandiser. Broad experien in 
agency & mfg. field. 


Writes ail 
order - institutional - dealer cop is 
well as general publicity and ric 
Seek position prefera) in 


| 


lisher-owner of the 
Sunday Eagle. 

| He came to Greenwich five years 
ago to join the staff of the Green- 
wich Times, and had recently been 


Woonsocket 


|associated with the Electrolux Cor- | 


poration. 


ARTHUR B. LINCOLN 

Hartford, Conn., May 26. — Fun- 
eral services for Arthur B. Lincoln, 
former advertising director of the 
Hartford Courant, were held May 16 
at his home in West Hartford. Mr. 
Lincoln died in Reading, Pa., after 
la two-day illness. 


Goodyear Starts 
New ‘Save Rubber’ 
Drive for Plants 


| Akron, O., May 27.—In a new at-| 


|tack along the conservation front, a 
program aimed at preserving vital 
|industrial installations which con- 
|tain rubber was under way this 
| week, the latest of a series of save- 
rubber drives inaugurated by the 
|Goodyear Tire & Rubber Company. 
The entire program is _ built 
around an industrial rubber prod- 
ucts conservation manual, a belt 
splice and repair manual, and illus- 
|trated talks by Goodyear “technical 
|men” for key executives of indus- 
trial plants. It is being supported 
by advertising, publicity, various 
meetings and other aids. Goodyear 
is offering the new service, called 
its GTM Rubber Products Conser- 
vation Service, without charge and 
without regard to the manufactur- 
ing origin of the rubber-containing 
products. 

The industrial rubber products 
conservation manual deals with all 
known hazards and life-shortening 
factors which confront hose, hose 
| fittings, conveyor and transmission 
| belts, plioweld linings and fittings, 
etc.; methods of inspection, full de- 
tails on repair methods, and cor- 
rect practices in installations. The 
belt splice and repair manual gives 
|directions and tables showing nec- 
| essary steps and times for repair 
|}operations on all types of belt in- 
| stallations. 
| The rubber situation is not very 
bright and “probably will get worse 
_ before it gets better,” W. C. Win- 
ings, manager of Goodyear'’s me- 
chanical goods sales, explained in 
| illustrating the need for the pro- 
gram. Following preliminary meet- 
ings conducted by the Goodyear 
|“*technical men,” industrial plants 
|executives are asked to stage sim- 
| ilar sessions within their own plants 
|for maintenance superintendents, 
foremen and others. 


U. S. Co-ops to Meet 

The Biennial Congress of U. S. 
Cooperatives will be held in Minne- 
apolis, Sept. 28-30. 


‘Seven Radio Stations 
Resign from NAB 


Following the resignation o! the 
four standard and two FM radio 
stations operated by John Shepard, 
III, president of the Yankee Net- 
work, from the National Associa- 
tion of Broadcasters, Station W.JLB, 
Detroit, announced last week that 
it also was withdrawing from the 
NAB, effective June 1. 

In a letter to the NAB president, 
Neville Miller, Mr. Shepard said he 
doubted whether the association 
| could represent the industry 100 per 
cent in view of the change in by- 
laws voted at the recent Cleveland 
convention. Mr. Shepard urged 
amendment of the by-laws to give 
national networks the status of as- 
sociate membership, but the NAB 
voted instead to extend active mem- 
bership to the nets, with voting and 
directorate privileges. 


Opens New Book Drive 


Ziff-Davis Publishing Company, 
Chicago, has released 110-line copy 
to introduce eight new sports books 
of the Little Technical Library. 
First insertions appeared May 31 in 
the sports sections of the Chicago 
Sun, Chicago Times, New York 
News, Philadelphia Inquirer, Cleve- 
land Plain Dealer, St. Louis Post- 
Dispatch and Pittsburgh Sun-Tele- 
graph. 


ester 


DOWNTOWN ON YOUR BOC 


HOW 
CAN YOU 
COVER THE 

FARM MARKET 

MOST 

EFFECTIVELY? 


... WITH 
FARM 
PUBLICATIONS 


MONTREAL 


TORONTO 


WINNIPEG 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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The Listening Post Salesmen Judge 


Despite published reports that the 
Treasury Department and the Bu- 
reau of Internal Revenue intend to 
eze” advertising budgets by 
ting deductions from income 
xes to amounts previously spent 
promotion, spokesmen will ad- 
only that this possibility is “un- 
consideration” along with all 
r possible means of increasing 
tax revenue. Efforts to get Secre- 
tary Morgenthau to outline Treas- 
ury policy specifically have proved 
ynavailing thus far, possibly be- 
cause Of the clamor that would be 
aroused by any step toward putting 
a ceiling on advertising expendi- 
tures. The best guess is that if 
action is taken it will be done subtly 
through individual decisions by In- 
ternal Revenue examiners. They are 
given wide latitude as it is now, 
having the power to rule what are 
“ordinary and reasonable” ex- 
penses, which are therefore deduct- 
ible. Without public announcement 
of a new policy, they could adopt a 
narrower view of what is “reason- 
able” under war conditions. 

te a bo 


Admen seeking to get into uni- 
form may be able to make the grade 
as Marine Corps officers. Among 
civilian specialists now being re- 
cruited are air intelligence officers 
‘experienced in accurate interview- 
ing, research men, reporters and 
journalists of wide experience.” 
Age limits are 25-45, but may be 
waived along with minor physical 
defects. Commissions granted will 
be “commensurate with age, educa- 


mit 
der 
oth: 


tool of war, and before 1943 arrives, 
Virtually the entire industry will 
have converted to war output. 
Whisky stocks now on hand would 
last more than five years at the 
normal rate of consumption, 


consumer hoarding is expected to 
speed the day when aged bottled 


goods will disappear from retail 
shelves. 

* * 
Retailers are hoping that the 
novel OPA “roll forward” plan 


adopted to aid canners will not be- 
come a common substitute for the 
“roll back” upon which they have 
been counting to minimize the effect 


retail level. In the case of canned 
| Boods, producers who would have 
| been unable to pack at ceiling rates 
|set by the general price freeze were 
|permitted to boost prices to cover 
increased costs, but wholesale and 
jretail ceilings must remain inviolate 
and therefore profit margins 
those levels will be cut drastically. 
* Ba th 

Sales copy by railroads has become 
|a thing of the past. The office of 
| Defense Transportation has not im- 
| posed an advertising ban as such, 
/but has asked the railroads not to 
|seek new business. The same re- 
quest applies also to bus lines. Many 
newspapers have received cancella- 
|tions of schedules from railroads. 
They are seeking to get advertisers 
to use the space for educational 
copy. 


a 


tion, prior military training, busi- | 


ness experience and 
Application should be made to local 
Marine Corps recruiting officers. 

cy : 

Efforts to suspend the anti-trust 
laws for the duration, which were 
side-tracked when President Roose- 
velt effected an arrangement by 
which restraint of trade court action 
could be postponed upon request by 
the War or Navy Departments, have 
been revived with strong backing 


and seem likely to succeed this 
time. Hearings have started on a 
bill fathered by Chairman Van 


Nuys of the Senate judiciary com- 
mittee, buttressed by a joint Army, 
Navy and War Production Board 
appeal for passage. The amended 
bill gives WPB Chairman Nelson 
the suspension authority. 
% * * 

Already 50 per cent of the whisky 
ndustry is devoted to production of 
ndustrial aleohol—a vitally needed 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


capability.” | 


A new “brain trust” has reared 
|its head but sponsors hope this one 
| will meet with, well, almost univer- 
'sal approval. Several thousand Mid- 
| western scientists, technologists and 
production engineers are to pitch in 


/and help the WPB develop new ma- | 


chinery, new materials sources and 
new production ideas. It’s called the 
Associated Defense Committees of 
the Chicago Technical Societies and 
is the brainchild of Robert C. 
Brown, Jr., vice-president of the 
Chicago Physics Club and consult- 
ing director of the “trust.” 


Quink Introduces 
Solv-x, New Carton 


A new ink ingredient, Solv-x, 
which is claimed to dissolve depos- 
its, gum and sediment and prevent 


acid inks, has been added to Quink, 
Parker Pen Company's ink. 
Solv-x and the new Quink carton 


vertisements in June issues of Es- 
quire, The Saturday Evening Post 
and National Geographical, followed 


Sunday newspapers. J. 
Thompson Company is the agency. 


Ruggles Named Ad Mar. 


advertising manager of Nashua 
Gummed and Coated Paper Com- 
pany, Nashua, N. H., and associated 
companies, to succeed Eliot A. Car- 
ter who has 


Profitably 


‘Direct Mail Advertising 
‘Created and Produced 
‘Dealer Help Campaigns 
*hutomobile Owner Lists 
‘Rated Consumer Lists 
‘Addressing and Imprinting 
‘Contest Judging 
‘Premium Mailings 
‘Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation | 
OE. 22nd St. Chicago, Ill. 
MSE: 45th St. New York City 
21 Venice Bivd., Los Angeles; Cal. 


service. 


but | 
wartime drinking is not normal and 


of the price ceiling squeeze at the)! 


at} 


Sales Managers 


s 

in Boston Survey 
Boston, May 27.—Attitudes of 
salesmen toward sales managers, 


and field workers’ suggestions for | 


| improved sales policies, were shown 
this week in a questionnaire study 
sponsored by the Boston Sales Man- 
agers Club and compiled by Dr. 
Harry R. Tosdal, professor of mar- 
keting, graduate school of business 
administration, Harvard University, 
and Dr. Ross M. Cunningham, as- 
sistant professor of marketing, Mas- 
| sachusetts Institute of Technology. 
The survey based on more 
than 1,400 questionnaires returned 
by salesmen. Ages of those ques- 
tioned were largely in the 25-51 
group, and 73 per cent were in the 
25-45 bracket. The typical sales- 
man had two or more dependents, 
was above the average in earning 
power, and had at least a_ high 
|school education. 
| Generally, sales supervision prac- 
‘tices were considered fair by the 
salesmen, with the most frequent 
objection seeming to be that sales- 
men had little actual contact with 
the sales manager. The highest per- 
centage, 18.9, had only annual meet- 
ings with their sales managers. 
Sales conventions were considered 
satisfactory by a sizable group, but 
chief objections were that hours 
were too long, not enough factual 
| information was provided, and there 
was too much partying and drinking 
and “too much inspiration stuff.” 
The sales manager generally visits 
his salesmen about once or twice 
during the year, the study shows. 


is 


Approve Promotion Policies 


The great majority of salesmen 
approved the sales managers’ pro- 
motion policies. Of the dissatisfied 
eighth, 32 per cent disliked the “ap- 
ple polishers and ‘yes men’” who 
were advanced. Most of the sales- 
men considered their sales or pro- 
duction quotas fair, and approved 


the company’s measure of their per- | 


|formance. A majority, 80 per cent, 
|said their sales manager “went to 
| bat” 


for them on customer com- 
| plaints. 
| The average salesman is well- 
|}equipped, with these materials in 


percentage order: 


|product samples, sales manuals, 
sales portfolios, catalogs and dem- 


‘ | onstration kits. 
will be introduced in full-page ad-| Generally, the salesmen consid- 
‘ered their presentation equipment | many business men, confronted with 
| satisfactory, although a sizable per-| the war emergency, “fail utterly to | 
by full, two-thirds and one-half | centage would like to see material| protect or even allow for deprecia- | 
pages in a long list of magazines and| contain more data on products and | tion of consumer goodwill and pub- | 

Walter | performance and fewer adjectives.|lic acceptance which may be worth | 


Salesmen’s incomes fell in the 
$1,500-$4,000 bracket in nearly 75 
per cent of the cases, with less than 


one-quarter earning above $5,000 | 
Ed Ruggles has been appointed! and less than five per cent earning 
‘less than $1,500. 
|continues to represent the largest 
|segment of salesman compensation, 


Salary payment 


entered military| With about 80 per cent of the total 
|}earnings of 75 per cent of the sales-|tising has made that possible.” 


pricing books, | 
rubber rot often caused by strongly | advertising portfolios and reprints, |Paper & Fibre Company, Hamilton, 


‘est standard of living 


men falling in this category. Com- 
| missions ranked next, then bonuses, 
j}and finally profit-sharing arrange- 
|ments. Only one-sixth of the sales- 
|men felt the compensation plan was 
| unfair. 
| The salesmen feel that the quali- 
| ties possessed by a good sales man- 
| ager should stack up in this fashion: 
| knowledge of business as a whole, 
integrity, ability to lead and inspire, 
intelligence and sense of purpose. 

When asked for criticism of their 
sales managers and for “pet peeves,” 
the majority of salesmen again re- 
ported that they had no urgent crit- 
icism to offer. Among those who 
did, these are the five leading crit- 
icisms: they failed to show enough 
interest in salesmen and_ under- 
standing of their problems; they 
should get out more in the field and 
help; they are poor administrators— 
careless of details; they are too de- 
tail-minded; they won't fight for 
their men. Some of the salesmen 
took the opportunity to tee off on 
their offensive superiors, in these 
ways: 

* *Bucko’ 
sarily 


male type. Unneces- 
discourteous. Morals of a 
hound. One dreads contact with 
him as one does a contact with a 
banker with a loan in mind. So 
coldly, damnably, thoroughly effi- 
cient that I respect him in his posi- 
tion highly.” 

“He will ask a question and then 
walk away from me when I begin 


to answer or reply. A nervous 
habit, I think, because he does it 
with all of us. Often when talking 
to me he will light a match for 
his pipe, allow it to burn down to 
his fingers while he talks to me, 


throws the match away and does it 
all over again. I wish to God he 


would light his pipe and then talk. | 


I am so interested in watching to 
see whether he burns his hand off 


or sets himself afire that I really do 


not hear a word he says. It is all 
waste time till he gets that pipe 
lighted. Same with others.” 


Thomson Advises 
Business to Keep 
Up Advertising 


Jacksonville, Fla., May 27.—Busi- 
ness and industry must advertise 
now as their only assurance of be- 
ing certain to share in the post-war 
“flood of sales’ which is to come, 
Alexander Thomson, Jr., vice-presi- 
dent and advertising and sales pro- 
motion manager of the Champion 


|O., declared here this week. 
Addressing the convention of the 


|Southern Graphic Arts Association, | 
|Mr. Thomson maintained that too | 


many times the value of their busi- 
ness.” 

Despite the fact that “the battle 
of advertising” continues over its 
merits as an economic and social 
force, Mr. Thomson said, “the fact 
remains that America is the richest 


| 


country in the world with the high- | 


and 


adver- 


Greyhound Swings 
to Conservation 
of Travel Theme 


Cleveland, May 28.—Greyhound 
is swinging into a “don’t travel un- 
necessarily” approach with a new 
campaign which breaks in The 
American Weekly of May 31, The 
Saturday Evening Post of June 6 
and Life of June 15. 

The campaign will also utilize a 
half dozen other general national 
publications and a list of over 2,000 
metropolitan and small town news- 
papers. Limited use of radio (prin- 
cipally spot announcements) and of 
outdoor (on the West Coast) will 
also be made, and the company will 


also employ bus station posters 
and bus handouts. 
First copy to appear shows the 


travel bureau clerk stepping up to a 
typical wall poster and crossing out 
the word “see” and _ substituting 
“serve.” So the new message log- 
ically advises “Serve America Now 
—So You Can See America Later.” 
Other advertisements will be even 
more frank in their approach by 
suggesting that people don’t travel 
unless necessary, or that they plan 
their trips outside the rush periods. 
Such copy, showing Greyhound’s 
close cooperation with the Office of 
Defense Transportation, will 
tinue throughout the summer. 

Greyhound’s advertising schedule 
has not been curtailed. 


con- 


Arthur Meyerhoff & Co. has closed 
its Los Angeles office and is han- 
dling Pacific Coast business from its 
office on Catalina Island. 


OPVICTORY 


PRINTING 


The FAITHORN CORPORATION 
employees have subscribed 
100% to United States 
War Savings Bonds 


ALBANY...SCHENECTADY... | 


The Tri-City 


look at the station that can prove 


It's a rich market — a booming market — a buying 
market. For proof, look at the new Sales Management 
“Survey of Buying Power” figures. And when it comes 
to selling this great three-in-one combination, take a 


MORE COVERAGE PER DOLLAR 
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Business Leaders 
to Discuss Rules 
for Credit Copy 


New York, May 28.—To forestall 
any necessity of including advertis- 
ing under a formal amendment to 
the Federal Reserve Board’s drastic 
restrictions on instalment credit, 
business leaders were asked today 
to attend a special meeting here 
June 10 and 11 under auspices of 
the National Association of Better 
Business Bureaus. 

Advertisers generally have been 
careful to keep offers in exact ac- 
cord with the government credit re- 
quirements, Kenneth Barnard, 
chairman of the bureau’s war ac- 


|}in March, 


— 


tivities committee, declared, but 
voluntary, specific standards to be 


‘set up at the meeting may be used 


in bringing violators—who are in 
the minority—into line. 

The FRB restrictions, announced 
tightened up rules for 
down payments and credit terms as 
one means of taking some of the 
steam out of threatened inflation. 

Groups being asked to take part 
in the June session include indus- 
trial, Morris plan and commercial 
banks, small loan concerns, depart- | 
ment stores, mail order houses, di- | 
rect sellers, various media, and) 
dealers in furniture, jewelry, musi- | 
cal instruments, home appliances | 
and used cars. Purpose of the meet- 
ing, according to Mr. Barnard, will | 
be to “draft voluntary self-imposed 


standards of advertising practice, | 
the effect of which should result in | 
sharp reduction and permanent cor- | 
rection of any advertising offers now | 
inconsistent with provisions of the 
government’s instalment credit reg- 
ulations.” 

Better Business Bureaus in 82 | 
cities will be expected to apply the | 
standards set up, according to Mr 
Barnard, following the meeting at 
which Board officials and OPA lead- 
ers probably will give counsel. 


To Weston-Barnett 
Weston-Barnett, Waterloo, §Ia., 


has been appointed to direct adver- | 


| tising for the Iowa Great Lakes As- 
sociation. A newspaper campaign 
will feature northwestern Iowa's 
Lake Okoboji and Spirit Lake. 


Named Representative 


J. H. Tinkham, Los Angeles, has 
been appointed by Putman Publish- 
ing Company, Chicago, to rep- 
|resent its two publications, Chemical 


| Equipment Review and Food Equip- 


ment Review, in California. 


Iola Adds Two Accounts 


B. D. Iola Company, New York, 


|has been appointed to direct adver- 
|tising for Mayfair Uniform Com- 
|pany and Kimberly Gem Company, 


both of New York. 


Carter-Owens Moves 


Carter-Owens Advertising 
Agency, Kansas City, Mo., has | 


moved its offices from the ’ Occi- | 


dental Life bldg. to 609 Minnesota 
avenue. 
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Enough and in time OR too rahe and to0 late? 
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DANGER! 


There’s a dangerous philosophy going the rounds, 
dangerous because 
truths. One hears it much too often 
talk about after the 
trated on just one thing—to win the war.” 


its one of those insidious half 
“Don’t let’s 
war; all our efforts are concen- 


A large number of progressive and prudently man- 
aged companies are enhancing their REPUTATIONS 
by telling their former customers what they are doing a: 
for their one lone customer of today. 
nothing unpatriotic in planning while you fight — LY 


it’s just plain realistic. 
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Patriotic! 
Patriotic? 


99 


Not unless it is patriotic to run a busi- 
ness from hand to mouth. Realistic? Not unless you 
believe that the war is going to last 99 years. 


On the morning after the last gun 


the greatest competitive war of all time commences. 
Enormous plant capacities will be available; masses 


has been fired 


Realsilk Promotion 


Little Affected 
by Curtailments 


Indianapolis, May 27.—Real Si] 


years? 


Markets 
can’t be 
frozen 


Opposed to the school of negative thinking are the 
General Electrics, the General Motors, the Westing- 
houses, the Warner & Swaseys, the Monsantos and 
the many others who are turning out undreamed of 
masses of war materials for their one big customer— 
Uncle Sam. But these companies well know that 


during the war, whether it lasts one, two or three 
more years, their markets, (being made up of very 
forgetful human beings) are not going to. stay 
“frozen” for the duration. Like every market that 
has ever existed the markets of today are in a con- 
stant state of change and flux. 


Prudent operators keep their lines of communica- 
tion intact. 


of raw materials will be ready for fabricating; new 
products developed for the Army and Navy will be 
converted to peace-time uses. A huge new army of 
aggressive executives will be in the field; an enor- 
mous reservoir of creative “know how” brains and 
“know how” hands will be ready to respond to the 
factory whistle in place of the bugle. 


NEAT 
WAR 


Of course the markets will still be there. But 
whose markets will they be? Don’t forget that they'll 
be poorer markets than they were—another factor 
that will add to the ruthlessness of the competition 
that we must expect in the next war—the war of 
business survival. 


Whose 


markets? 


Or 


Far-seeing executives never have overestimated the 
hold that they had on their markets. In good times 
and bad they never have neglected to keep the con- 
tacts with their markets fresh and alive through the 
least expensive form of insurance that has ever been 


devised—advertising. 


Every month the time is getting nearer when the 
executive, who today says “We haven't anything to 
advertise” is going to wonder if, perhaps, he didn’t 
overlook the simplest and most generic form of all 
advertising—keeping his company’s name before his 
customers. Directors and stock-holders are going to 
ask the age-old questions, “What's the matter with 
our sales?” “Where has all our business gone?” 

“What did you do to protect us?” 


Why? 


VY 


TRUTH 


The plaint “We 
comes from those engaged 100% on war contracts. 
But REPUTATION can be advertised just as effec- 
tively as tools and machines. And it is REPUTA- 
TION that makes capacity production 
REPUTATION is responsible for present 


haven't anything to advertise” 


possible. 


tracts. 
served, will fill the empty plants when Government 
suddenly stops buying. 

Remember, nobody knows when the 


Is it going to be the same old story all over 
again—the story of TOO LITTLE AND TOO LATE? 


T.L.& T.L. 


war con- 


REPUTATION, if it is welltended and pre- 


The pattern for intelligent industrial advertising is 
written and diagrammed (with complete details) on 
the pages of today’s magazines such as The United 
States News—blueprints for anyone to read. 

It's the most interesting and vibrant history of 
American “know how” and ingenuity that has ever 
been written. 


Blue Print 


war will end. 


? 


Neo human being can foretell how long it will be 
safe to let REPUTATION ride on its own momentum. 
Left to itself REPUTATION diminishes, dissolves 


and finally disappears. 


The pattern is there, the clear bold pattern based on the 
simple idea of business prudence, the simple idea of insur- 
ing good-will, the simple idea of keeping in touch with the 
trade, the simple idea of safety first, the simple idea of 


doing ENOUGH—AND IN TIME. 


Don't cut your lines of communication! 
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The United States News 


Daniel W. Ashley, Advertising Director 
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Hosiery Mills will continue to stress 
| Rosiery and home-shopping service 
jin its wartime advertising; offi jals 
declared this week, despite su ply 
curtailments and gasoline and rub. 
ber restrictions affecting the com. 
|pany’s distribution system. As jp 
past years, copy will point up other 
}items produced by the company, 
such as dresses, sport clothes and 
lingerie, as well as hosiery. 

During recent pre-war years. 
hosiery and other products have dj- 
vided Real Silk sales evenly, but the 
company now expects to see the 
balance tipped toward the other 
products, with hosiery showing less 
in percentage sales than heretofore 

The company is still selling silk 
hose, although the bulk of 1942 sales 
will be in cotton and rayon. L[ayon 
\stockings, long considered inferior 
because they lacked resiliency and 
wearability, have been muc!) im- 
|proved, although they do not yet 
match silk in either respect. Nylon 
stocks are virtually consumed, and 
|prospects for nylon purchasers «& 
/not seem bright, the company main- 
| tains. 


Women Employed 


| The company’s distributor systen 
|has not suffered as much as might 
be expected from enforced wartime 
shifts. About 50 per cent of Rea 
Silk’s distributors are now women 
The company has for some time fol- 
lowed a policy of using local resi- 
dents in rural communities as solici- 
| tors, which takes care of the most 
‘acute point of the present transpor- 
tation pinch. It also is probable 
that salespeople who must have 
gasoline to continue operating will 
enjoy a more generous ration than 
those to whom the fuel is a travel 
luxury, the company believes 
Where public transportation is 
available, many Real Silk sales- 
people have not used automobiles, 
since much of the house-to-house 
solicitation can better be done on 
foot. 

In some ways transportation cur- 
tailments have benefited Rea! Silk 
Where a woman living in a smal! 
town formerly might drive 20 miles 
to the nearby city to make her pur- 
chases, it is now a convenience an¢ 
a car-conserving practice to have 
the merchandise of the Real Silk 
line presented to her at home. Rea 
Silk copy takes note of this by say- 
‘ing: “This is the precious car you 
don’t have to use when you shop a! 
home with Real Silk.” 

The backbone of Real Silk promo- 
tion will continue to be the fourt 
cover of Life, supplemented by ot- 
casional copy in the Christian Sc- 
‘ence Monitor. Leo Burnett Com- 
pany, Chicago, has the account. 


—— 


A 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicag® 


207 North Michigan Avenve 
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Among members of the Advertising Managers Club of Chicago, who have joined 
to arrange special events at the “Treasury Corner,” located in the window of a 
downtown department store where war bonds are ‘marketed’ by headliners, 
are (left to right) Ray Phelps, advertising manager, Clinton Carpet Co.; 
C. H. Lilienfeld, advertising manager, National Tea Co.; Don McKiernan, Illi- 
nois War Savings Staff; James Kiethley, committee chairman and assistant sales 
manager, Montgomery Ward & Co.; and Richard Drake, advertising manager, 
Felt & Tarrant Mfg. Co. 


DE-MOTHING THE AXIS 


KULLS MOOTHS 


THEIR EGGS AND LARVAE 


Extermination of a popular kind is featured in the new car card, lithographed 

for Stanco, Inc., and appearing in Subway and "'L" cars in metropolitan New 

York as well as trolleys and buses in Brooklyn. The same theme will be expanded 
to Flit's list of weekly magazines. 


REVIEW COPY FOR NEW PARD CAMPAIGN 


National advertising for the new dehydrated Pard, Swift & Co. dog food product, 

and the new package get a going-over from these executives: (left to right, 

seated) George J. Stewart and O. E. Jones, vice-presidents; (standing) C. M. 

Olson, manager of the Pard department; Dr. H. E. Robinson, assistant chief chem- 

ist and director of nutrition research; and Ray Weber of Swift's advertising 
department. 


_HEROLD HUMOR HELPS WAR CONSERVATION 
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Illustrated by Don Herold, these three posters are part of a new series of 12 war 


vation posters being offered U. S. retailers by the cotton and rayon division 
of Pacific Mills. The key words, Take better care of what you buy,” are repeated 
on each poster, which include as subjects not only cotton and rubber, but wool, 
silk, (ute, leather, aluminum and other metals. Posters are printed in flag red, 
Navy blue and RAF copen. 


Cons 


PHOTOGRAPHIC REVIEW 


AD MANAGERS SPONSOR ‘TREASURY CORNER’ 


OF THE 
WEEK 


FARM MESSAGE 


WAR BONDS 
AND STAMPS 
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OLIVER FARM EQUIPMENT COMPANY 


A Treasury-approved poster is being dis- 
tributed to dealers throughout the U. S. 
by Oliver Farm Equipment Co. to help 
maintain their contact with farmers while 
production of new tractor and farm 
machinery is curtailed, and to promote 
the war bond and stamp drive as well. 


WAR AID POSTER 


Part of the message contained in the 
first of a new series of advertisements for 
Addressograph-Multigraph Corp. is re- 
produced in this blue and white poster 
offered by the Cleveland company for 
use on office and factory bulletin 
boards. The full-page ad is appearing 
during May, June and July in national 
magazines and business papers. Reincke- 
Ellis-Younggreen & Finn, Chicago, is the 
agency. 


POST-WAR PRODUCTS 


Will we have cuinpreet bats... 
entdeeor cushions ...Kereseal mith “hetttes 7 ...7 


ye “Bi f# {5 a B.F. Goodrich 


B. F. Goodrich Co., Akron, looks into the 
future of Koroseal in this full color page 
in The Saturday Evening Post and 
promises a plentiful post-war supply of 
products manufactured of its rubberless 
Koroseal. War needs limit the present- 


day supply. 


FULL-PAGE ILLUSTRATIONS KEY SERIES 
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Working tegether « 
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Qualities such as ‘flexibility,” “safety,” “protection” and “confidence” are being 
featured by Wilkening Mfg. Co., Philadelphia, to point up the wartime value of 
its Pedrick piston rings in keeping cars rolling. Illustrations use a full page, with 
copy details included in the adjoining column of the right-hand page. The series 
is running in motor and other business publications. Gray & Rogers is the agency. 


SIMPLICITY IN NEW PICKWICK POSTER 


A judicious use of color and simple design tell the whole story for Pickwick ale, 
produced by Haffenreffer & Co., Boston. The 24-sheet poster was produced by 
Forbes Lithograph Co. Albert Frank-Guenther Law, Boston, is the agency. 


WAR BOND POSTER AIDS SHREVEPORT DRIVE 
THE HOME FRONT 


Herbert A. Carlson, Shreveport manager of Bozell & Jacobs, and chairman of 
the Shreveport Advertising Club's war bond publicity committee, is being pre- 
sented here with a poster designed by J. Henry Bracker, illustrator. Included in 
the club's project were a Victory parade, store window displays, and radio, news- 


paper and outdoor advertising. 


SHOWROOM DISPLAY—WITHOUT THE PRODUCTS 


Warn 


THE HEALTH OF 


WE NATION 


QUALITY PLUSBING 5 es00te! 
ARMY CANTOWMENTS WAVA, STATIONS TRAINING CIMTERS FACTORIES 
DEFENSE PLANTS MOSPITALS SHIPS TRAINS SCHOMLS gOME 


While Crane products serve the nation in the war emergency, product-less dis- 
plays such as this new one in the Chicago showroom of the Crane Co. probably 
will be the wartime rule. The displays, built by General Exhibits and Displays, 


Inc., feature colored photographs and painted illustrations. 
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Never Underestimate the Power of a Woman! 
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